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Will FTC buy cigaret ad code? 
mm success story follows Lestoil's 




INNEAPOLIS — ST. PAUL 

Raps: Peters, Griffin, Woodward. Inc. 



WCCO Television conducts an annual statewide 
high school Broadcast Journalism Conference n 
cooperation with the University of .V i n n e s o t a 
School of Journalism. 

The 5th Broadcast Journalism Conference (Apr 
20-21. 1964) saw the award ng of the 5;h inn .3 
WCCO Television 4-year Scholarsh p for stud 
the field of Electronic Journalism 
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A single buy gets you more than half: The counties . . . 
The population ... The consumer spendable income... 
The TV homes ... of prosperous Kansas. This includes the 
rich, South Central area that encompasses Wichita, fourth 
fastest-growing city in the country during the past decade. 
To Sell Kansans / Buy KTVH . . . 
With 1504-Foot Tall Tower Power! 
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Wrinkle-Removers FDA Seizure 



May Affect Tv Ad 

Chfcaga — Millions of dollars in tv 
advertising may be affected in Food 
Jt Drug Administration's seizure late 
last week of retail supplies of Helcnc 
Curtis' new Magic Secret wrinkle-re- 
moving lotion. FDA picked up 35 
cartons of the product in Baltimore, 
along with promotional materials, on 
grounds Magic Secret is not a cos- 
metic but a drag, and therefore the 
company needs FDA approval of its 
safely and effectiveness. Cosmetics 
don't need advance government ap- 
proval. The government has filed 
suit in Federal Court in Baltimore, 
alleging false and misleading labeling. 

Kelene Curtis introduced Magic 



Schick Electric Sets 
7,000 Spots for Spring 

Mew York — Nearly 7,000 onc- 
ninute radio spots plus network tv 
?om.mereials on NBC's Today show, 
nave been set by Schick Electric, Inc., 
n« ; Norman, Craig & Kummel, for 
Viotncr's Day and Father's Day pro- 
nolions. 

The Mother's Day campaign, which 
>cg|ns this week, consists of some 
1,000 radio spots in 43 top markets, 
n addition to live demonstration com- 
ncrcjals on Today. It will stress the 
'Petite Salon" portable home hair 
I tier, while also promoting Schick's 
ine Of electric shavers. Over 4,600 
pots will be used in local radio. 
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Millions 

Secret in February, and has been us- 
ing heavy network tv in its promotion 
(Sponsor, Apr. 27), created through 
E. H. Weiss A Co., Chicago. Its total 
ad budget is estimated between S3. 8 
and 5 million. 

Just last month, Chas. Pfizcr's Coty 
subsidiary came out with a similarly 
compounded preparation, Line Away, 
with a tv budget of some $750,000 
in spot. West, Weir «& Bartcl is its 
agency. 

Hazel Bishop also has a similar 
lotion. Sudden Change, and Max Fac- 
tor and Rcvlon plan to enter the field 
this month. 

Potential market for temporary 
wrinkle-smoothers is estimated from 
$9 to 1 00 million a year. Action by 
the FDA could affect tv campaigns, 
through their Interstate Commerce 
application. 

Helcnc Curtis' President Willard 
Gidwitz says seizure "won't stop fur- 
ther sale of Magic Secret anywhere. 
We will oppose all government inter- 
ference, and arc prepared to fight for 
our rights in the courts. He adds 
that "it will take a day or two to 
straighten out the silly mess the gov- 
ernment has caused, and then we'll 
try to decide on our future plans." 

Gidwitz points out that Magic 
Secret "was tested by five independent 
laboratories and four leading derma- 
tologists, and cleared by them all." 
The lotion contains a protein obtained 
from the blood of cattle. 



Clyne Now President 
Of Maxon Advertising 

Nc« York — C. Terence C l \ ne h.is 
been elected president and executive 
officer of Maxon, Inc., succeeding 1 ou 
R. Maxon who has been elevated to 
the chairmanship. Clyne joined Max 
on in 1962 as executive vice president 
after serving as vice chairman of Mc- 
Cann-Erickson. Maxon has been 
president since founding the agency 
in 1927. 

M axon's total billings last year 
were $42.2 million, of which some 
$30 million went into air media. This 
was parceled out as follows: network 
tv — $25.7 million, spot tv — $2 mil- 
lion, network radio — $300,000. spot 
radio — $2 million. 

In another switch, Maxon has 
moved its headquarters to New York's 
Rockefeller Center from Detroit, 
where chairman Maxon resides. De- 
troit now becomes a regional of- 
fice, along with others in Chicago. 
Minneapolis, Montreal and Holly- 
wood. New York personnel arc be- 
ing moved to the new headquarters 
from the company's own building at 
1 2 E. 53rd St., which Maxon plans 
to sell. 

Grant Offers Stock 
Abroad, U. S. Next 

Chicago — Grant Advertising, 
which spends an estimated 40 percent 
of its over-all $50 million billings in 
television, has announced plans to go 
public — but with an innovation from 
the method used b> the other two 
American agencies whose stock is pub- 
licly owned (Foote. Cone & Belding, 
and Papert. Koenig, Lois). 

Its plan is to have its 32 foreign 
offices to sell between 45-47 percent 
of their stock within the next three- 
years. Grant, with eight offices in the 
U.S., then plans to go public- 
First step in current public of term ■ 
program took place Apr. 19, when 
Grant's South African division placed 
190.000 of its 400.000 -.hires on the 
at $4.55. 

For Grant employees, 10,000 
shares were reserved at preferential 
price of $3. 

Reasons given by cha-rman W ill C 
Grant for going public include gain- 
ing greater respect for the advertisng 
business by "shedding its cloak ot 
secrecy," in addition to inherent diplo- 
matic and financial considerations 

CONTINUED ON NEXT PAGE 



No Code' Panic at 

New York — There'll be no 
trackload of junked cigarct tv 
commercials, no wild flurry of re- 
makes, no quickie casting calls to 
find models who look over 25 
years old. In fact, the announce- 
ment of the new "Cigarct Adver- 
tising Code" from leading tobacco 
companies (sec lead feature, this 
issue) was causing hardly a ripple 
fn New York commercial produc- 
tion offices last week. Sampling 
of producer comment: 

Mickey Dubin of Klacger Asso- 
ciates: "I think most cigarct com- 
panies were completely ready for 



Commercial Filmers 

the code. It's no calamity. Most 
points in the code were included 
in commercials currently being 
shot or recently completed." 

Spokesman for MPO: "Cigarct 
code is likely to have little effect 
as a 'panic producer.' Agencies and 
clients seem to be prepared." 

Al Mendelsohn of Elliot, Ungcr 
it Elliot: "We've done commer- 
cials lately for Philip Morris, Loril- 
lard and Liggett & Myers. Not one 
is back for re-makes. Essentially, 
everything in the code has been 
discussed between us and agencies 
for the past eight or nine months. 
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Conflicts Erase Compton-Wade Merger 

New York — The projected merger of Compton Advertising, of New 
York, and Wade Advertising, of Chicago, which would have produced an 
agency with combined broadcast billings of some $104 million — $140 million 
over-all — was called off late last week. 

Announcement of the negotiation termination came from Wade, which 
said it was because of "too many ac- 



count conflicts, coupled with a desire 
on the part of employee-stockholders 
to continue as an independent agency. 

One of the conflicts was whether 
Miles Laboratories, Elkhart, Ind., 
Wade's largest client, would agree 
to a shift of $10 million in billings to 
Compton. Products involved are One- 
A-Day Multiple Vitamins; Chocks, 
chewable flavored vitamin for chil- 
dren; Bactine, an antiseptic prepara- 
tion; and Nervine, a tranquilizer. 

Other conflicts involving heavy 
broadcast advertisers included Al- 
berto-Culver Co., Compton's largest 
Chicago client, and Toni Co., which 



$25 Million for NBC-TV; 
$3 Million to Radio Net 

New York — Nineteen advertisers 
placed orders totaling over $25 mil- 
lion in NBC-TV's 1964-'65 program 
schedule since mid-April, reports net- 
work sales vice president Don Durgin. 
Six orders were for new programing: 
half-sponsorship in "Flipper" by Mat- 
tel (Carson/ Roberts); co-sponsorship 
of "Kentucky Jones" by Timex (War- 
wick & Legler); alternate half-hours 
of "90 Bristol Courts" by Gerhert 
Products (DArcy); buys in "Alfred 
Hitchcock Hour" by Speidel (Mc- 
Cann-Marschalk) and Plymouth 
(Ayer); and "Solo" and "Daniel 
Boone" buys by Union Carbide, Con- 
sumer Products Div. (Esty). 

U.S. Hopes to Ease 
Export Sales of Tv 

Geneva — The General Agreement 
on Tariffs and Trade may soon be 
able to vote on a U. S. -sponsored 
amendment calling on the 62-nation 
GATT membership to "eliminate ob- 
stacles to the international sale of 
television programs." 

John G. McCarthy, president of 
Television Program Export Assn., says 
the amendment is already in the hands 
of the GATT Working Party on 
Television, which will discuss it at 
their next meeting, possibly starting 
within the next two weeks. 



bills some $2 million at Wade. Also, 
Wade handles International Milling 
Co. (Robin Hood Flour) Minneapolis, 
and Compton handles Duncan Hines 
Cake Mixes out of Proctor & Gamble. 

Compton's total billings last year 
were around $110 million, of which 
74 percent or $81.4 million went into 
air media. Wade, which billed some 
$30 million in '63, put 81 percent, or 
$22.5 million, into broadcast. 

McCalls Sets $5 Million 
To Buy AB-PT Shares 

New York — An investment of up 
to $5 million in common stock of 
American Broadcasting - Paramount 
Theatres has been authorized by the 
finance committee of McCall Corp., 
which currently holds 1 1 2,500 shares. 

This was disclosed by McCall Pres- 
ident Herbert R. Mayes last week 
after the company's annual meeting 
in New York, where he also noted 
that together with the 95,000 AB-PT 
common shares owned by Hunt Foods 
& Industries, McCall's controls 4.5 
percent of the outstanding stock. Hunt 
Foods, headquartered at Fullerton, 
Calif., owns 35.5 percent of McCall's 
common stock. 

Neither McCall nor Hunt has filed 
notice with the SEC to indicate it in- 
tends to solicit proxies from other 
AB-PT shareholders to contest moves 
by the entertainment company de- 
signed to blofik any attempt to seat 
directors on its 14-member board. 

The move calls for balloting at a 
special meeting an hour before the 
annual AB^PT stockholders session, 
on a motion to eliminate cumulative 
voting for directorships. To be elect- 
ed under cumulative voting, a board 
nominee would need the backing of 
some 6.6 percent of all AB-PT shares 
voted. 

Under cumulative voting proce- 
dures, holders multiply the number 
of shares held by the number of di- 
rectors to be elected, and can dis- 
tribute or concentrate their votes as 
they choose. Holders of 4,586.205 
shares are entitled to vote at the AB- 
PT meeting. 



Moore Tells Admen Aft&ftf 
Can Continue its Momentum 

New York — The comMflMtfon 
of the strides made by ABC-TV 
this season and the promise of the 
strong, new programs scheduled 
for 1964-65 "spell momentum a#I 
opportunity for the network and 
for each and every advertiser on 
ABC," says network president 
Thomas W. Moore. 

Moore expressed his enthusiasm 
at a presentation last week before 
agency and advertiser executives 
whom he also told: "In our soUd 
nucleus of returning shows, \f| 
have the building blocks that make 
up the foundation of successful 
evenings. Seven of ABC-TV's new 
1963-64 shows will return, and 
every one of our situation comedies 
is a proven hit." 

Also speaking was network Safe 
vice president James E. Duffy, who 
pointed out ABC-TV moved iBtl 
second place in national ratap 
this season, with latest report show- 
ing it delivers 300,000 more homes 
per minute than NBC. He said net- 
work has 12 shows in top 40 
against NBC's eight and CBS* 2§ f 
and has 20 half -hours reaching 10 
million or more homes against 
NBC's 16 and CBS' 27. 



Quaker Oats, Osodettes 
Shift Accounts to DDB 

New York — Doyle Dane Berfftel 
last week acquired two more hia?) 
broadcast advertiser accounts, ptel 
ing up a total of $5 million over>ai; 
billings from two sources — <§smz 
$3.5 million from Quaker Oati, ClP 
(Quaker Oats and Mother's Oats) aw 
$.5 million from International tftte 
Co. (Isodettes). 

DDB in 1963 had total offii&ii » 
some $74 million, with 29 petcen 
($18.2 million) going into radio alflftf 

The Quaker brand shift, eifectiv 
this fall, is being made frWS th- 
Chicago office of Compton Adtfl&is 
ing, which will continue to hfn# 
some $1.5 million in other Quake 
billings— Muffets, Shredded Wheat 
Ful-O-Pcp and Capt. Crunch, ffc> 
latter a new pre-swecjened cereal 

Other broadcast-orienfed account 
picked up this year by DDB iftdurf 
Democratic National Committee, #8» 
Heinz. 
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WHICH FOODS 
DO IOWANS 
PREFER? 



Knowing that Iowa is an almost un- 
matched state for food production, you 
might conclude that our people simply 
can't be heavy purchasers of food. 

The facts are quite different. Even our 
Iowa farmers are fabulous consumers of 
packaged food products. (With an aver- 
age income of actually $14,700 per year, 
they can certainly afford the best!) But, 
in addition, remember that industry 
accounts for even more income in Iowa 
than do our vast agricultural activities! 

If your food sales in Iowa aren't what 
you wish, it's time to re-evaluate your 
marketing strategy. Ask PGW for the 
facts about WHO-TV's really fabulous 
successes in helping promote dozens of 
Iowa's favorite foods. No other television 
station in the country, we believe, can do 
a better job, at lower cost, in any market! 
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GENERAL 

25 The cigaret ad code: will FTC buy it? 

In an effort to beat FTC to the draw on ad regulations, nine 
major cigaret companies adopt self-administered code 

29 Air media give new life to chocolate drink market 

Yoo-Hoo, other brands find airwaves erase seasonal lag, 
boost potential market 

32 Jifoam: another Lestoil? 

David-Goliath story for a new oven cleaner raises old query: 
Do "upstart brands" exist only as long as it suits national 
advertising giants in the food chains? 

TIME/BUYING & SELLING 

36 Yardstick joins sliderule to cut bungling of radio buys 

Charting all factors — "values" as well as "numbers" — helps find 
the effective, not just efficient stations 

RADIO MEDIA 

40 Radio at the cash register 

The massive radio audience at hallowed point-of-purchase gets 
infrequent probe by Hooper; measures potential "sell" to consumers 
stratified by instant "retail category" count 

42 Oreo air ad "best" in ARB survey of video audience 

Cookie commercial wins in national balloting for January 11 -1 7 
period, followed by Kellogg's, Hamm's 

TV MEDIA 

44 Tv sponsored sports grows and grows 

AH athletic events today pack a multi-million dollar advertising 
wallop — a far cry from 1939 when baseball was just a 
"rookie on the medium 

46 Timebuyers discover Philadelphia 

W1P Philadelphia learned the hard way it couldn't predict a 
musical hit, but the station's outing for timebuyers will long 
be remembered by visiting agency executives 
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emiere This Week 



in Chicago 




A Great Station -Now GREATER! 



5:00-9:00 am 


7:30-8:00 pm 


9:30-10:00 pm 


HENRY COOKE'S CHICAGO 


FOLK FESTIVAL 


PATTERNS 


9:00 am-12:00 noon 


8:00-8:30 pm 


10:00-10:30 pm 


JIM CONWAY'S AMERICANA 


ON CUE 


HOLIDAY 


12:00 noon -3 pm 


8:30-9:00 pm 


10:30-11:00 pm 


JOHN DOREMUS* MATINEE 


SOUND TRACK 


NORMAN ROSS 


3:00-6:30 pm 


9:00-9:30 pm 


11:00-1:00 am 


CHUCK BENSON'S BEST 


IN PERSON 


JACK EIGEN 


6:30-7:30 pm 


:27 and :57 


1:00-5:00 am 


WMAQ-NBC NEWS 


WMAQ NEWS 


SOUND OF JAZZ 
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BEER 

BARONS 




buy WNBC-TV. Top names in the 
brewing business know it's the 
most efficient means of whetting 
the taste of choosey New Yorkers. 
Among the barons: 

P. Ballantine & Sons, Inc. 
Pabst Brewing Co. 
Piel Brothers 
Liebmann Breweries, Inc. 
F & M Schaefer Brewing Co. 
Jos. Schlitz Brewing Co. 

Take a tip from the beer barons: 
whatever the product or service 
you sell, you uncap more selling 
power on WNBC-TV. 



WNBC-TV 

NEW YORK 



PuLblislxeir's 



Radio on the move 



For years we've been talking about radio as a billion dollar advertising 
medium. 

Some may say that we're pipe dreaming. But I don't think so. 
When you consider that radio is part of the daily living habit of nearly 
every family, that as a direct pipline from sender to listener it affords 
an unlimited range of imagination and persuasion, then the $700 million 
or so it currently attracts in advertising volume is far from its proper 
level in the national economy. National radio in particular has been the 
laggard. I mean both spot and network. 

Now the situation is changing. Like spring, 1 see national radio 
busting out all over. 1 predict that, by 1967, radio, strongly aided by- 
national revenues, will be a billion dollar medium. 

Here's some of what I sec. 

Taking Chicago as a radio checkpoint, 1 note that advertiser 
agencies and national representatives arc expressing more cnthusiafrn 
for the medium than at any time since the 30's. Don Nathanson, presi- 
dent of North Advertising, told me that radio in consort with television 
is a potent tandem for many products, that he's very high on radio. 
Alberto-Culver, after getting its feet wet with an initial radio test, has 
earmarked $1 million for radio advertising of Command in 31 markeife 
— and that's only a beginning. Two station representatives gave me 
their actual Chicago radio billings for the first quarter of 1964 com- 
pared to the same period last year: One did (in rough figures) $4.50,000 
last year versus $570,000 this; the other, $290,000 versus $460,000. 
In the first instance, the stations remained the same; in the second 1^ 
cral important stations were added. 

Last week, while visiting the CRC Studios in Dallas. I had the 
pleasure of hearing the new RAB jingle built around the words "Radio 
moves ..." I can't imagine anything but a smashing success for (hem 
tuneful, fast-paced promos to be played over hundreds of stations in 
May (National Radio Month) and after. They reflect the new profes- 
sionalism and confidence of radio. 

Similarly, I was impressed during the April NAB convention in 
Chicago by the varied and high quality offerings of radio program and 
commercials companies. More companies were represented and rag 
more activity than any session the past 10 years. 

NAB has experienced, promotion-minded Shcrril Taylor heading 
its radio set-up. He's bent on improving radio programing via a series 
of clinics to be held this year. Shcrril formerly was a top esccutivg at 
RAB and should be counted on to approach his job on the basis of prac- 
tical contribution. 

RAB itself is in high gear and getting stronger every da\; s Bd 
Bunker obviously enjoys his role and works hard at it. In Miles David, 
he has one of the soundest strategists in any of the media bureau* 

Last, but not least, the networks feel the surge. Where could you 
find anyone more dynamic than ABC Radio's Bob Pauley? All taw 
networks arc lookinc for a big year. 
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Overall programing 



or 



Over-all programing? 



We started out to s.i\ something 
niee about our (arm programing, and 
r.m into the old (tor us) problem: Ours 
is .1 balanced market: it we bleat too 
much about w hat we do tor farmers, 
we're liable to reinforce the lowa-equah- 
onl\-( orn canard, at the expense of 
Iowa's M'<nr- what -n- puiwtiiil - indu \ trial - 
area truism. 

The problem boils down to a In phen. 
it Merriam-W ebster's Sew Collcuiatc 
/)/< ikmtiry is to be trusted. Programing 
tor our overall-wearing audience is an 
important part -but only a part — ot our 
over-all activity. 

\ I a n and hoy . we've served liastern 
Iowa's urban and rural audiences tor 
42 v ears. Our Farm Service Department 
covers 300 plus farm events annually . 
Its ton r agricultural college graduates 
prov ide knowledgeable reporting and 
commentary for WMTIand — Mi l'astern 
Iowa counties and eight counties in Illi- 
nois. Minnesota and Wisconsin, traveling 
some 50.000 miles a v ear to do it. They 
pry open the crack of daw n six mornings 
a week tor two hours of farm new s and 
features, come back w ith a third hour 
at noon, then get out in the field. Me- 
chanical corn-picking contests, originated 
by WMT in 1048. are now held in ten 
states: the Iowa version draws 12.000 to 
15,000 people annuallv . Our "Iow a's 
Favorite Farmer's Daughter" contest an- 
nually draws 300 to 700 entries, keen 
audience interest, and full sponsorship. 

The Farm Service Department con- 
tributes to the balanced programing 
which maintains the audience that makes 
W M T the important Fastern Iowa sta- 
tion for advertisers. 




WMT 
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lien Bodec is back on the "Sponsor 
Scope" beat. 

I don't know anyone in the trade 
with a keener sense of the signifi- 
cant in broadcast advertising. 

I do know that advertising men 
in radio and television have fol- 
lowed his scoops with a continuing 
reward of knowledge that pays off 
where it counts — on the job. 

With this issue, "Sponsor Scope" 
goes up to two full pages. This will 
mean "more and better" informa- 
tion on things that the air media 
fraternity wants from Scope. 

If there is something in the wind 
that will likely hobble the creative 
team, they'll learn about it first in 
Scope. 

If there is an avant guard com- 
mercial technique that may become 
a trend, or a break-through in an 
old stymieing wall, its disclosure 
will likely be found in Scope. 

If a head of competitive steam 
is building up in a particular seg- 
ment of the agency or advertising 
broadcast industry, the first hiss 
will almost certainly be heard in 
Scope. It will disclose cause and 
effect. 

Perhaps the best wrap-up of the 
idea is that "Sponsor Scope" will 
be "probing the currents and under- 
currents of broadcast advertising," 
with a particularly incisive probe of 
marketing facets of the business. 

There's another addition to 
SPONSOR this week which we're 
sure you'll notice immediately. 
Color. We're sure you'll approve 
of it. 

Kut one thing more w« can prom- 
ise by way of new things for these 
pages. A whole new schedule of 
features that will dig into the broad- 
cast advertising areas that will ring 
at the cash register. 
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Hero Through Error 

Thank you for the fine article 
which Sponsor wrote about me and 
my views in the Apr. 20 issue ("The 
Forgotten 5 1st Market"). 

One of the things that most im- 
pressed me was the incredibly accur- 
ate reflection of my views in such a 
long article. It has often been my ex- 
perience that an editor Or magazine 
could find lots of room for many 
errors in an article a fraction of its 
length. 

But, Sponsor did make me quite 
a hero in the single error I noted. 
I'd love to take credit for having 41 
percent of our sales in 1963 from ac- 
counts that had never used radio be- 
fore. But it isn't so. Actually, the cut- 
line for the photograph on page 47 
should have read that 41 percent of 
our sales were new to the market, 
not the medium. 

Sam Brownstein 

General Manager 

Prestige Representative Organization 
New York, N.Y. 

ed note: Heroes are made, not born. 



FM Needs Selling 

Our congratulations to Robert 
Richer, president of Robert Richer 
Representatives, for his lucid article 
on FM's two-pronged development, 
titled "FM Is a Muscle Medium," in 
the Apr. 20 issue of Sponsor. 

FM's superior transmission quali- 
ties do not isolate it from sales com- 
petition with other broadcast media. 
FM must be prepared to do a better 
selling job for advertisers or it can- 
not hope to get advertising dollars. 

Rai.pu Alrin 

Director of Operations 
Market I Network, Inc. 
New York, N.Y. 



Read Cover-to-Cover 

Thomas Knitch of Foote. Cone § 
Melding asks an interesting question. 
"Why does everybody pick on tv?'" 
( Commercial Critique. Sponsor. 
Apr. 20.) 



Let us hope Mr. Knitch is a cover- 
to-cover reader of Sponsor, as to re-ad 
the yellow page Friday at 5, for in 
of Mr., Knitch's bosses supplies a satis- 
factory answer to the question., 

Certainly more should be: written, 
and reviewed precisely fn the line of 
Fairfax Cone's reference to non-pro- 
graming content. 

And what might be acted upon by 
the networks, could be the names of 
the producers of every little parlor 
game. Strike them off and the names? 
of sponsors would stand a chance to; 
seem important tofreelY as it's known. 

Harold R. Gingrich 

President 

Harold R. Gingrich, Radio-TV 

Productions 
Oak Park, III, 



Shaving Data to Execs 

We were very much impressed with 
the article Sponsor published using 
our shaving data (Mar, 30). Yftjr 
treatment of this TvQ application 
yielded a most interesting and lucid 
story. We are reproducing it and hTfil- 
ing it to about 7,000 top rnanagattfSpf 
and broadcasting people., 

Mina Biogk 

Project Supervisor 
Tv Q 

Manliassct, N. Y. 



Aid for Ph.D Candidate 

We are suggesting as a P.0 Kts^j 
sertation topic: "The relative effec- 
tiveness of local advertising media." 
radio, television, newspaper." and be- 
lieve some material which has, ap- 
peared in Sponsor would be helpful 
in our study. 

Specifically .we would like to ob- 
tain copies of two of your aftiellK 
"Inter Media." which was in tJns 
issue of Feb. 4. 1963 and "Spot TV 
and Newspapers,"which was in Wit 
May 3 k 1958, issue. 

Norman H. SakwI^-' 

Creative Advertising 
Fort Worth, Te.x. 

i n noil: Glad to further education 

$mmm 




If fOU Want tO move gOOdS in Volume, the Charlotte market will 
handle a healthy load for ijou. To satisfy the buying appetite of this pop- 
ulous area, Charlotte now headquarters over 1,000 wholesalers. Thdr sales 
lop billion a year. Long-time leader in the Carol inas. Charlotte is ,x>w 
theseeond largest distribution eeuter in the Southeast! Harriott w<>rh< r 
that , m ecu, e m plo,j here QharlOtte'S WS0C"TV 

NBC-ABC. Repressed by MR WSOC-IV WSOC •aoc.4* Nh VVSB TV WSB. AtbnH WHIO IV WHIO. Dj ,too VS 0 V, Mv S« ftl »» 3 




People talk to people about all kinds of things. All the time. 
Everywhere. And we plan to make the most of it. 

During April. ACS volunteers all over America will talk 
to their neighbors about cancer. In our vast "Tell Your Neigh- 
bor" program, people will learn from people the answers 
to questions about cancer, « hich could help save lives. 

We're looking to television and radio to back up this big 
nation-wide undertaking which has two aims: to help save 
lives and to help raise funds. Thanks to you, our messages 



have been airborne to millions of neighbors year after year. 
New first-rate materials arc available. For TV: 1 minute, 
2()-second, 10-sccond film spots in color and in black and 
white; telops; slides; feature-length films. For radio: musi- 
cal programs; celebrity spots; discussion programs featur- 
ing well-known medical authorities. 

Will you talk up for us again this year? Please ask your 
local ACS Unit for the materials you want or write to: 

AMERICAN CANCER SOCIETY* 
219 l-ast 42nd Street. New York, tf.Y. 1001? 
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THE WEEK ixx WASHINGTON 

PRESSTIME REPORT FROM OUR WASHINGTON NEWS BUREAU 



May 1, 1964 

NAB's LeRuy Co 1 1 ins and Code Director Howard He 1 1 are delighted with tie 
tobacco industry's new self-regulatory code. Collins pra ised the tobacco com - 
panies Cor showing the "will to provide important self-regulation and selt- 
discipl ine in serv ing the public in terest . " 

The cigaret manutactur ers ' code and czar setup to pull back on glamor 
advert is ing , incidental ly , is supreme vindication for Collins' oft-criticized 
stand against the glamor cigaret appea 1 to youth. 

Code Director Bell adds some prac t ica 1 cons iderations to the plaudits . 
NAB cigaret advertising restrictions tor code subscribers will remain in full 
force , 

But , deta iled guidelines tor advert isers and broadcasters on how to carry 
out the NAB c igaret code restr ict ions will be held up awh ile . Bel 1 says 
broadcasters will wa it to see how the tobacco industry implements this aspect 
of its voluntary code . 

NAB will keep on nion itor ing the broadcas t commercia Is on a case by case 
basis, to make sure that code subscr ibers live up to code terms for c igaret 
advertising . 

Also , NAB code got into program aspects when it advised subscr ibers to 
forego scenes lur ing youth to smoke . But the tobacco indus try code spec if ica 1 1 y 
gays it does not inc lude enter ta inment port ion of any television, or radio 
programs . 

Washington's government crusaders tor blunt health-hazard warn ings on cig - 
aret la be Is and advert is ing are encouraged , but of course not a 1 together sat is- 
fied with the industry's self-regulatory code setup . 

Sen. Maurine Neuberger said the code proposes to amend "abuses" in the 
glamor and youth appea 1 , and in filter c la im chaos--but where is the health- 
hazard declarat ion? Hill legislators in the Neuberger camp will judge the code 
by the cho ice of administrator , who will have tinal author ity over adver t ise- 
ments and impos it ion of fines. 



Surgeon Genera 1 Luther Ter r y calls the code a progressive ste; in reining 
in appeal to the young . But health is the prime concern of his department , he 
s 'f ys , and logica 1 1 y tha t concern would requ ire protection for a 1 1 ages . 

FTC Cha irman Paul Rand Dixon says the cigaret manufacturers' new code does 
not in any way prec lude FTC ' s proposed rul e-mak ing on hea 1 th-hazard acknowledg - 
ment on labels and in advert is ing . He invites indus try comment on new develop- 
ments, in the FTC's rule-making docket — deadline is May 15. 

Dixon still insists — as he d id dur ing recent Senate appropriations hear- 
ings — that the industry cou Id save itself future private damage suits if it 
jsau'ld put a hazard warn ing on the label. But the tobacco industry co Id not 



CONTINUiD ON HtXT PAGE 



THE WEEK in WASHINGTON 

PRESSTIME REPORT FROM OUR WASHINGTON NEWS BUREAU 



see the FTC in its avowed role of "White Knight" — a savior of damage costs, 
when the idea came out at recent hearings. 

The FTC will go after the $2 billion medication business with its quarter- 
billion dollar advertising, Dixon has promised . 

The FTC chairman told Appropriations Committee Chairman Magnuson recently 
that conflicting claims bewilder the public: " Blatant and contradictory adver - 
tis ing , particularly before the captive tv audience, invites public skepticism 
of the effectiveness of government protection of consumers ." 

With a somewhat backhanded compliment to the advertising profession, Dixon 
said the half-truths of the medication commercials diminish confidence of the 
public in all advertising — "a 12 billion industry in itself, and tremendously 
important to the nation's economic vitality." Dixon said he expects a to ugh 
fight when FTC tries to tame down "exaggerated" claims . He should. They've 
been having it. 

The cosmetics people will have another oral round on the subject of dis- 
closure of foreign origins on packages and in advertising . May 20 is the date. 
A recent hearing brought anguished cries that the required disclaimers would 
take more words than a radio spot announcement has time for — to say nothing #f 
taking the glamor and oomph out of the ads. 

Earl Kintner , former chairman of the FTC and now a Washington attorney < 
said beauty aspects of packaging products such as Faberge, which he represents^. 
would suffer from label disclaimers . 

About a year back, Coty, Inc., was slapped with a $20,000 Consent judgment 
for violating an order to stop being so French about domestic perfumes, this 
case, "L'Aimant." 

NAB has asked the Federal Communications Commission to put off oral argu - 
ment on its newly proposed station reporting forms from May 18 to June 29 to 
give broadcasters a chance to study new aspects . 

FCC has agreed to have separate forms for renewal versus new applicants ,, 
but what worries NAB is a set of hybrid questionnaires — based partly on FCC f s 
original, heavily detailed query forms and partly on amending suggestions by 
the ad hoc industry-attorney-FCC committee . 

Both are incorporated in FCC s new long form, FCC is offering at the sajge 
time, an alternative really short form as the ad hoc committee originally de>- 
vised it. 

At one point, the commission foresees the unhappy possibility that its nun 
reporting forms may unwittingly promote clutter . The FCC wants licensee t& re- 
port the number of "interruptions" — technically commercials or for programs 
containing commercials — that break into program content. 

Trouble is, FCC thinks maybe all kinds of announcements — even for sustain- 
ing and pubservice programs — should be classed as "interruptions ." 

But if they are, won't licensee tend to stuff them all between pro&ra&ff 
and at station break , to avoid listing too many "interruptions" on the form ? 
It's a problem. 
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sts SHOWCASE 2 




BURT 



GARY 



LANCASTER COOPER 

DENISE DARCEL • CESAR ROMERO 

VERA CRUZ 



Two raucous, rowdy soldiers-of-fortune 
battle for Gold, Girls and Glory, 
.•»• / in Old Mexico — and give the viewers every 
bit of the action-excitement they love . . 

VC's real promotable! 



Running time: 94 MINUTES 




WRITE WIRE OR PHONE 



U.CI.CI. 



UNITED ARTISTS 
ASSOCIATED 



r 



o </.».$. on of UNIfED ARTISTS T E I E V I S I O N INC 
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REP. ROGERS: WHO MAKES THE LAWS? 



More Regulatory Encroachments May Be Attemptec 



Texas Congressman urges vigilance against usurpation 
of legislative powers; sees pressures in areas of pay-*v, 
CATV, licensing and commercials control 



The broadcast advertising indus- 
try and all businesses associated 
with it were warned, last week, of 
the threats posed against them by 
regulatory encroachment. 

Representative Walter Rogers 
(D-Tex.), speaking at the Sta- 
tion Representatives Assn.'s annual 
awards luncheon, told members of 
SRA and their guests from all fields 
allied with broadcast advertising 
that without continued vigilance 
and work, their businesses "could 
be in a state of suspended anima- 
tion, living a day-to-day existence, 
in constant fear that the thread 
holding the economic Sword of 
Damocles might be severed and 
you destroyed." 

Acknowledging the sincerity of 
purpose of the Federal Communi- 
cations Commission, Rogers said, 
however, that it docs not in his 
opinion "detract from the danger- 
ous precedent that could have been 
set" had the proposed rule-making 
power of the FCC to fix the length 
and frequency of broadcast adver- 
tisements gone unchallenged. 

"The basic issue involved," said 
Rogers, "was the length and fre- 
quency of broadcast advertise- 
ments. It was the question as to 
who has the power to legislate in 
that particular field. It was my 
position at that time and it is pres- 
ently my position that this was an 
attempt by a department of the 
government to invade the constitu- 
tional prerogative of the legislative 
branch of government." 

He also pointed out that the 
abandonment of the rule-making 
procedure by the FCC did not 
settle the question. Every member 
of the Committee with one excep- 
tion testifies before the subcom- 
mittee that it was his opinion it 
did have such power. 



Had the Congress abandoned 
efforts to pass legislation, therefore, 
Rogers told the broadcast advertis- 
ing fraternity, "We could have won 
the battle and lost the war." 

The congressional leader also re- 
minded the luncheon guests that "a 
quite similar case had to do with 
the FCC fixing license fees. 

"The FCC assumed the power to 
fix license fees," he said, "not by 
virtue of affirmative legislative au- 
thority granted it by legislation that 
had proceeded in the usual manner 
through the Congress. It based its 
assumption of this authority on 



language contained in an appropri* 
tions bill which was passed in th 
year 1951. Why there was such 
long delay in asserting a power flat 
did not find its source in a legisJ 
tive committee of the Congress h»j 
not yet been answered. 

"It is my feeling/' Rogers addjl 
"that the powers exercised by regi 
latory agencies of this governnfgi 
must be clearly defined in the reM 
lar parliamentary manner. If 1 
power to exact license fees can, 1 
otherwise assumed, then we canm 
escape the conclusion that ot 
powers can be acquired in the %£ff 
manner." 

It could then be presumed:., a 
cording to the legislator, that (1 
FCC could assume the power 



SRA Awards Presented At New York Session 




Vera Brennan 



The Station Representatives Assn. 
presented its 1964 awards last week 
during its seventh annual luncheon 
at New York's 
Waldorf - Astor- 
ia. Agency per- 
sonnel honored 
were Vera Bren- 
n a n , Sullivan, 
Stauffer, Colwcll 
& Bayles broad- 
cast supervisor, 
who received the 
Silver Nail 
Timebuycr o f 
the Year Award; Gordon Gredell. 
timebuycr at DArcy Advertising. 
Chicago, named Chicago Timebuy- 
cr of the Year; and Leonard S. Mat- 
thews, executive v. p. of Leo Bur- 
nett, Chicago, given the Gold Key 
Award for outstanding leadership 
in advertising. 

In addition, a special award of 
honor was presented to Sol Tais- 
hoff, editor and publisher of Broad- 
casting for his contribution to the 
broadcast industry through his out- 
standing journalism. 



Miss Brennan, who joined SIE 
in 1956 as a broadcast supervise 
previously was with Scheidler, B 





Leonard Matthews Gordon Gwdell 

& Werner, Duanc Jones Coi 5 
Biow Co. Gredell went .to D^ArjSf 
July 1959 after three years as 
timebuycr with Needharo. LtWfe 
Brorby in Chicago. Matthews \ 
been with Burnett since his grail, 
tion from Northwestern U. in i|J 
First in its research department, 
transferred in 1949 to its media i 
partment as a timebuyef, to 
where he rose to his present p 
Taishoff has been editor and pi 
Usher of Ihoadcasthig fox 0Vfr 
years. 
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Be Brave' in Approach, Copywriters Urged 



permit or deny pay television and 
to control the extent to which the 
spectrum could he employed for 
those purposes, and. while he did 
not anticipate such n stand, "should 
the composition of the Commission 
rbjnge to a majority in support of 

: pay television, I do not know what 
[he result would be." 

U The threat of pay-t\ has not 
evened, according to Rogers who 
"oresecs additional demands and at- 
cmpts shaping up for the very near 

jUtllfC. 

"Any undertaking with the profit 
potential possible in pay televi- 
ion," he said, "is bound to attract 
nueh attention. American entre- 
preneurs do not have the reputa- 
ion of missing a chance like this 
1 vilhout mounting a vigorous fight." 
Saying that the California activ- 
j in pay-tv had its origination with 
. x'uc fights on closed circuit broad- 
' asts, he added. "People who 
•anted to see these broadcasts and 
i ere willing to pay for them are 
i o different from people who ap- 
reciate opera and would pay for 
lat type of broadcast." 
1 Touching on CATV activity, 
ogers spelled out his views on the 
ossibility of a combination of 
osed circuit tv and CATV open- 
»g the door to pay-tv. 
1 "I would point out that without 
gklation enacted by the Congress 
■ the United States such results 
»uld not come about." he said. 
He warned, however, that qual- 
f of free-tv could be impaired 
ithout protective legislation. 
Rogers also anticipated renewed 
tempts to bring network facilities 
tder regulation partly by desire 
subject them to government co ti- 
ll and partly for the indirect con- 
y] of CATV or closed circuit ac- 
, it ies. Public reaction to the con- 
tent of these facilities. Rogers feels, 
ill determine the success or fail- 
e of these attempts. 
Recognizing that "freedom and 
filiation are at best conflicting 
rfts," Rep. Rogers said that the 
sensibility of the broadcast in- 
« stry and its associated fields is 
* greater than on any other seg- 
-nt of the economy. 
v "How the industry aquits itself in 
Trying out this responsibility vv ill 
Uermine not only the future regu- 
lion of the industry, but also (its) 
ptperity." he concluded. 



Bernbach tells AWANY session not 
to be afraid of "rousing" public 

Some 450 copy vv riters were ad- 
monished by the head of a major 
advertising agency last week, who 
told them: "The American public 
doesn't love us. They don't even 
hate us. We just bore them." 

Addressing the fourth annual 
awards dinner of the Advertising 
Writers Association of New York, 
William Bernbach, president of 
Doyle Dane Bernbach, stressed it's 
"foolish not to be brave" in writ- 
ing copy. "Writers and artists have 
a challenge to rouse and move" the 
public. But he cautioned it takes 
"more than just a good plan to pro- 
voke and persuade" the consumer. 

Noting there are times when an 
advertiser wants to be assured his 
campaign w ill add up to success. 
Bernbach told the gathering: "fell 
him he can't be sure. . . We can't 
be sure. There are no more tangi- 
bles in forecasting advertising re- 
sults than for a book or play to 
become a hit." 

He also reiterated a number of 
points he recently made in a talk 
to San Francisco copywriters ( 1 ) 
"Your duty is not to follow, but to 
lead. Be a thinker of new thoughts. 
You owe it to the client." (2) Get 
the advertising looked at. Just be- 
cause an ad looks good is no as- 
surance it will get looked at. The 
necessary ingredients are warmth, 
sincerity, and insight." 




William Bernbach 



(3) "Don't be afraid of selling 
I he purpose of an ad is to sell." 
(4) "hstabhsh a personalis for the 
client's product. Find out how the 
ad wears on the public. It must 
stand for something." (5) "Stand 
up to the client vv hen circumstances 
warrant. Don't submerge your con- 
victions. In that way you'll be 
truer to yourself . . . truer to the 
client." 

Following his talk, he screened 
three D-D-B commercials which he 
said "took chances and created 
sales." One was for Volkswagen, 
showing its use by a snow-plow 
driver in getting to work; another 
for Laura Seudder potato chips, 
with a bo) reciting a pledge; and 
the third for Cracker Jack, being 
passed around by sinister-looking 
people during a card game. 

During the dinner, Bernbach was 
inducted into the AWANY "Copy- 
writers' Hall of Fame" as its fourth 
member. Previous inductees a re 
David Ogilvy, chairman of Ogilvy , 
Benson & Mather, George H. Grib- 
bin. chairman of Young <i Rubi- 
cam; and Leo Burnett, chairman of 
Leo Burnett Co. 

As for the awards, it was pointed 
out that there were some 1.435 en- 
tries this yea r in six different cate- 
gories, about 500 more than in '63. 
All finalists received Merit Awards, 
with winners getting Gold and Sil- 
ver Key s. 

The Gold Key winner for radio 
was Dan Bingham of D-D-B. for 
a Volkswagen commercial, with a 
Silver Key going to Robert Collins 
of Charles W. Hovl Co.. for BAB 
Beans. 

In tv, a Gold Key for a com- 
mercial of over 30 seconds went 
to Gerald Schoenfeld of Cunning- 
ham & Walsh, for American F\- 
port Lines, lensed by Hepworth. 
Silver Keys in same category to 
Nancy Sutton of Grey Advertising, 
for Van Heusen Shirts, lensed bv 
Rosc-.Maguood, and to George 
Hawkins of Young «& Rubieam. for 
Chrysler (corporate), lensed K 
Southerland W inner of a Gold Key 
for a tv commercial under 30 sec- 
onds w.is Monte Ghertler of Pa pert. 
Kivnig. Lois, for N Y. Herald 
Tribune, lensed bv CBS Tape 
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Admen Eye Detroit Radio Rating Entry 

Study for RKO General of Detroit's mobile 
listening (42%) leads ARB to new service 



SPONSOE WEEK 



More than 375 agency people 
(ranging from president to assistant 
media analysts), 25 major adver- 
tisers (including General Foods, 
Colgate, Liggett & Myers, Borden 
and B. F. Goodrich) and other ad- 
vertising-related personnel have 
already asked to see details of the 
joint ARB-RKO General Detroit 
study of radio. 

Initial results of the survey, 
which was conducted during two 
weeks in February both to measure 
radio audiences and to test multi- 
media diary techniques, were an- 
nounced Thursday as follows: 

An average of 42 percent of 
total radio listening in Detroit oc- 
curs away from home, with mobile 
radio's peak listening between 2-3 
p.m. Over-all radio listening climax- 
es between 4-5 p.m., then nadirs 
between 7 and 10 p.m. Average 



weekday radio audience is nearly 
a quarter million of the 2.7 million 
population. 

Radio diary results arc consid- 
ered "favorable and conclusive 
enough" for ARB to announce en- 
try plans for: (1) national radio 
measurement (4-6 reports a year 
on 17,000-person samples for both 
home and away-from-home listen- 
ing, beginning by early Fall) and 
(2) local radio service (initially 
for stations in largest markets, per- 
haps starting by year's end). 

Preliminary presentations have 
already been made to major net- 
works, and ARB expects many 
station-agency sales to follow. First 
signatures aren't expected for a 
couple of weeks. 

ARB calls its Detroit study "the 
first carefully supervised and docu- 
mented test of a personal radio 



measurement technique" and plan; 
to offer technical data to induMr' 
as a whole '(including joint NAB 
RAB methodology researchers — 
See Sponsor, March 9, 1964, pag 
40). Because the personal r^tm 
diary (for sample page, see eijj 
is carried with him by the respo* 
erttj surveys needn't be restricted t 
metro areas, thus "can includf M 
total broadcast area of (any Ictcfl 
station without prohibitive eld 
pense." ARB says service will algJ 
help advertisers develop c0mm 
mentary radio-tv campaigns. 

Survey was undertaken at it] 
quest of RKO General (see 1p§| 
sor, Sept. 23. 1963^ page w\ 
which holds controlling interest i 
CKIW Windsor, Ont. As posfflB 
ity of a new radio service loo::-, 
larger for ARB, however, laC 
group bore larger share of the efisi 

Research details will be sent m 
to the more than 400 adv&jrife 
people cited above when tv, nei' 
paper and magazine results are ta' 
ulated, probably within 60 da\ 
Such data is also analyzed an 
cleared by ARE, which has bee 
working with ARB as methodolte 
consultant. 

In making the Detroit stud; 
diary data was matched again!! f 
dividual telephone coincidental su 
veys conducted at the same tiirt< 
Individual radio diaries plus rjttflt 
media diaries were placed in tti 
groups of 600 homes each. Sara 
6,000 phone interviews ceun;tet| 
checked radio and tv habits. vM 
personal in-depth interviews profae 
on behalf of print media. *-Eltf] 
sive" yesterday-recall phone iftt? 
views were also conducted on radii 
tv. Field test readied niore fill 
8,000 homes in the Detroit mftri 
politan area. 

Dick Doherty Renamed 
To Post as U.S. Aide 

Richard P. (Dick) BtfflH 
president of TV-Radio Manag* 
mcnt Corp. and Sponsor's shH 
prognosticator of the fate all fe 
turtc of advertising and its Wtatfc 
industries, has again been given 
special appointment the ttJ 
State Department. He has bm 
re-named as American Manac 
mcnt delegate to the June epfife 
enec of the International Labor 0 
ganization, to meet at GfififiW- 



Today's Radio Listening 



(At Home and Away from Home) 



Please list any listening either 
at home or away from home. 


NOT includinr 
yourielf, 
how many 
other mem- 
be ri of your 
family were 

llnteninc 
with you,? 


Time 


Station 


Name or Type 
of Program 


Where did 
you listen? 


Start 


Stop 


A 
M 


P 
M 


Call 
Letters 


At 
Hum* 


Away 
From 
H orn* 


Sot of 
peraori'* 
12 j-ean 
& older 


No. of 
peTaonn 

under 
12 years 











































If You Didn't Listen To Any Radio Today, Check Here Q 



Data on an individual's daily radio listening for the diary portion 
of the Detroit study was collected by this section of ARB's new 
multi-media diary. 
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SPONSOR SCOPE 



P8QBIN© THE CURRENTS AND UNDERCURRENTS OF BROADCAST ADVERTISING 



mm njufrmifty ttbaut stetia^i' delay on piggyback policy 

International Latex, which spends 6U percent Of fo $12 million tv budget 
ill spot* is trying to cur through the ha/a enveloping piggyback standards. 'I 'h rough 
Y&K, it has circulated a questionnaire among stations. Objrrlivr: clarification of 
what h or is not acceptable in types and placement of piggybacks. Latex resorted 
to questionnaire after getting little more than blank stares from reps. John Boone. 
Latei media director, told Sposkok Srat'i it is imperative his company know as 
quickly as possible where stations in fr()-K() markets it uses stand on their inter- 
pretation of the Payback code. Fall planning is now underway. Added Boone: 
If liuiaiioti remains obscure much longer Latex will consider expanding its day- 
time networks buys. Now using ClIS-TV and NBC-TV. Other spot tv users that 
have been pressing reps for similar cnlightnK'nt: American Home Products Stand- 
ard Brands, General Mi\l\ Lever Bros, Also raising network switcheroo hints. 
Lever ad chief Sani Thurm's comment: If hullaballoo about piggyback turns out a 
serious obstacle to buying .spot, advertisers will start looking at other media. 



iirpnri jnrcnnmgers wresting spending control from corporate level 

Package goods giants, particularly in the soap field, arc undergoing a market- 
ing strategy upheaval, Both short and long range planning. I n budgeting and capital 
funds', .especially for promotion and advertising. The swing in emphasis is from 
the corporate full line to individual products. Lever's healthy profit statement for 
I y 63 ($13 million after taxes) and Colgate* smashing success with Ajax new- 
comers has done much to expedite the new strategy. Means greater recognition for 
brand or product manager over corporate management in exercising operating 
control of brand budget. Siprffhwu'e far {tgmcies: A strength position to fight for 
individuality of own brands and resist shackling intrusion of corporate integrity. 
Media imjdiciitim: brandTs ability to reject being included in corporate purchase 
allows greater freedom:, flexibility to plan and buy on limited range, market-by- 
rtiarkct: basis. 



beeoimei ''out'* word in spot; new shibboleth is "quota" 

Spot tv sellers better know what's "in** and what's "out" among the more 
sophisticated agency buyers wften it comes to appraising the package pitch. The old 
numbers game of cost-per thousand is fast becoming old tat There's been a de- 
cided shift in emphasis. The key or "in" word m ^qilota." The spreading use of 
cQmpwter has had a lot to do with it. By "quota" h meant the composition, or 
antlyiLs, of aMienec, And this compasition get* progressively more complicated 
lejfare the ,4 q,u#to*" pattern, hit the huying turnpike, the buyer was given a specific 
budget and told to spend it in the most efficient way he or she knew how. Now the 
buyer'! told to deliver so malty impressions, confined to specific deniographlc 
reach aitd frequency, using certain spot lengths at certain hours. The advent of 
the ''quota* pattern tend* to nudge further upward the statu* of the timebuyer. 
Call* far a broader and deeper sense of values. Leaves more room for intelligent 
maneuver and negotiation. In other words, the meeting of the "quota" has become 
mom important than the money expenditure- 
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PRO 8.1 NS THE CURRENTS AND UNDERCURRENTS DI BP ' \ST ADV&RTISWG 



CBS-TV soliloquizing on station payment for NFL championship 



CBS-TV is debating with itself whether to compensate affiliate^, for clearance 
of National Football League championship game. Event hcinp offered at Si 20,000 
per commercial minute for one year; $1 10,000 for two years, Agency commission 
included. Altogether IS announcements per game. .Rights price: Si J? million per 
game. Additional expgnm without station, payment, estimated at around 1200,000. 
As arrangement now stands, affiliates get paid only for second game of the five. 
double-headers iti the 18 regular season broadcasts. Last year the championship 
game scored 15.5 homes. At coming price the eost-per-thoosand figwes around 
$7.50. Item-. Canadian Football League looking for Saturday sponsorship in 
States, Would compete for NCCA audi 



Saturday a.m. kid time on networks -getting tight for fall 

The three tv networks haven't much more to sell for the final "#4 quarter 
Of the available participations in the Saturday morning kid time,. Leaders in the 
toy-games field — Mate!, Ideal, Marx Bros., Deluxe Reading, M&B BtaJt — ■ 
have already sewed up their pre-Chnstmas requirements. Industry as whole ipgHds 
75 percent of budget in tv. In 1 © 65 it was $10.15 million for network; $"9 million, 
spot. Total expenditure was 9,9 percent off, compared So %% 



Agency tv commercial producers in $8 r 00O to $50,000 sm!«rf range 

Measure of strides made by tv commercial makers in agencies is the fact 
their salary levels have become pretty well crystallized. These proditeers, as tu 
function and salary, fall into three classifications. Class 1: junior, assistant or as- 
sociate producer, $8,000, Class II: full producers who have the responsibility gf 
implementing the story board, $10,000 to $15,000- Class III: executive or toperl 
visory producers, $18,000 to $50,000. The bulk of these are in the S2G.OO0 
bracket and a goodly percentage arc in ift$ $30vQ0O are. According to rfpiiH 
within the producing elan, there are two freelance operators whose take is SvsB 
$60,000, 



e saga of the cuckoo's bow into the Persanraa act 

How the cuckoo sound effect got into the Persorrntt blades (Philip Morris? 
tv commercial; mates an interesting anecdote. Benton & Bowleg 0 rig nidi story- 
board had an off-camera breaking into the testimonial with the w#rd t * e «n- 
sored." Agency then became concerned over the possibility that ngRv-Offe and 
stations would reject the commercial on the implication that the NAB Code 
Review Board had censored the copy, In the search for a substitute interrupter, 
client and agency agreed "eiiekoo" *as both catchy and diverting, Which goes 
to show that a crisis can turn into a jael 
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N-TV 



programs for 885,900 households . . . 



THAT'S WHY YOU SELL MORE ON 




CH 




JOHN CORBETT 

•SPEAKER OF THE HOUSE 

12:15 - 12:30 P. M, Mon.thru Fri. 




BILL AND MILDRED MILLER 

MEET THE MILLERS 

1:00 - 1:30 P. M. Mon.thru Fri. 



These two daily weekday programs of WBKN-TV reflect the practical 
side of selling . . . the side advertisers like to be on. 

Practical because their content is all about the home, homemaking. 
home planning, home cooking which is what people at home find 
interesting and informative. In Western New York television. WBEX 
is the only station where they find such programming. 

Both .John Corbet t and the Millers have enjoyed top audience loyalty 
for over a decade, proving their worth as entertainment and proving 
their value to satisfied sponsors. 

1 f you are interested in the households that last year spent over 1.3 
billion at the retail level plus the vast Canadian market you'll find 
them on these Ch. I "home" shows. And you'll find these experienced 
TV salesmen "at home" with your product. 



Nationally represented by: Harrington, Righter & Parsons 



WBEN-TV 

affiliate of W BEN radio 
The Buffalo Evening News Station 



CH, 

CBS in Buffalo 
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RCA announces... a whole ne 




NEW BTF5E5KW 



Here's a line that's completely new and different! New in styling, new in 
color and size, new in operation, it's an entirely advanced concept of triW- 
mitters, in all desirable powers, employing the famous RCA direci-FM 
principle. RCA had "Direct FM" in its first FM transmitter, built in 1141 
— and in all the FM transmitters built since then, including this new lin4 

New styling, new steel/blue color and convenient new "eye-level" height 
make these transmitters most attractive to look at and much easier to usfe* 

RCA Broadcast and TV Equipment, Building 15-5, Camden, N. J. 
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l|E BTF 1 OE 10KW NEW BTF 20E 20KW 



Ki:w circuitry moans improved stability and a new kind of stereo an J 
hull tiplex pe r forniance. 

,Nk\v kxcitkr assures simpler, more straight-forward operation and main- 
tenance, greater dependability. 

Attuned to the quality needs of FM for today and tomorrow witli finest 
•sound and fidelity, these are the transmitters to put your station "out 
front." Find out what it's like to own the finest in FM transmitters. 




The Most Trusted Name in Radio 




Charlotte is Pie a la mode 



Metro Charlotte is just the topping on a trading area 75 miles wide . . . your client's treat when 1 
buy WBT Radio. The populous Piedmont's top-audience radio station for two decades, only WBs 
50,000 watt signal delivers Charlotte PLUS — a market of more than TWO MILLION PEOPLE m 
%2Vi BILLION in buying power. It's easy as pie to get the full WBT story from your BLAIR 'Tim 



WBT RADIO 
CHARLOTTE 
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BLAIR 
GROUP 
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Je((erson Standard Broadcasting Company 
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sponsor 



The cigaret ad code: 

will FTC buy it? 



In effort to beat FTC to draw on ad regulations, 
nine major companies adopt self-administered code 



Cigar it Am i i< using Com. 
ed by the nine companies that 
uduee 99 percent of the 2.9 mil- 
lion packs sold every hour, sent a 
stir — accompanied by nervous 
sywoking — through Madison Ave- 
nue as it was announced earlv last 



The Code doesn't introduce am 
^adicalh new changes in current 
practices, but does wnsh-c loth 
roeediires so that ad copy is chan- 
elcd through a one-man, indiistrv- 
p0nsored advertising administra- 
te , 

A shrewd public relations move, 
he Code is undoubtedh intended 

o: 

• Forestall proposed Federal 
rade Commission regulations and 
mtrols. (See Sponsor, March 9. 

4; March 23. p. 21.) 

• Make public the gene rail) 
eful advertising practices of the 

fprret industry, especially since 
is been the recent target of much 
pblic criticism. (These careful ad 
TtlCtices have, as one tobacco 
pokesnian puts it, "been generally 
ttilored to FTC preferences" over 
lie past several months.) 
i # Centralize inevitable advertis- 
ing controls in the hands of one 
administrator, thus providing what 
smother tobacco man calls "more 
apid and efficient clearance" of 
dvertising — in contrast to Fl'C- 
ponsored government regulation. 
As a start, the latter .svstem would 




GR£S5 MAY CRASH CIGARET TV PARTY 



ITY 

umMmt (4m. 1 



(h«t C<M»«fts* fm$ #fcfjp» fbi* fwntenl siirrouH4ii*{« 
lit*** of eijpWC dc tater ''q»H.>ylm«8»l*fc pmdmf % stfhorl U*h$i urn the 

m km «wa«fc tnm Hep. n%i»r K. Riggers, d wftt smn <»? flfc 

Sitb-ceimmttw fe>r ComwuniewJiims and 1*1**1**. J*f*e«*di*g to* 

% mmm\ Umt&mm «f the SKA in a*» 

rs pmmm4 to mmtvi key IwowAoiM tifceb fit* he 

CttHgress, and mM: 

e irther qM**sti«ns fharf will »Dftd«i»to«idlf !«? rtMNrwed will 
rmevrtt pM»£r»Mi ctmttaitt and cmj*mt!i*i*l Go.H*en(, the totter beiiiji 
»>irtl<?d un by th* |»rt*«6wf ((Wmu-m <?imeenti»i£ fcj ft w nrt *dvurt&&»g, 
i% a»: nil w^radl Mini imd more scrums qpevfam* ttt be 
Fgggrd to (fee advert i sing of <»<tter products gm/^Mtered bj 
harmful to the httmsra bod*." 




almost certainly be slowh taken 
through the courts, creating sheer 
havoc until its legality is either ac- 
cepted or rejected.) 

Virtual one-man control of cig- 
aret advertising is given over to 
what the Code identifies as its "ad- 
ministrator." He can lew fines up 
to $ 100.000 in clearing all adver- 
tising, for instance, and is also to 
handle such far-reaching pro- 
cedures as protests to his own rul- 
ings — i.e.. to decide whether or not 
he'll reconsider. 

Conspicuous in its absence from 
the five-article Code is the fact that 
the potentially powerful administra- 
tor will be paid by the nine cigaret 
companies that will select and hire 



him: American Tobacco. Brown A. 
W illiamson, Larus A Brother. Lig- 
gett it M\ers. P. I.orillard. Philip 
Morris. R. J Reynolds, Stepha.io 
Brothers and I'mted States To- 
bacco. 

Compum representatives to the 
group that will select him. their 
proced ures and his possible salary 
were all top secret last week 

The I ob.icco Institute's Presi- 
dent George B Allen pointed out. 
however, that the administrator w ill 
have "guaranteed tenure" and thai 
"appropriate steps will be t.iken to 
protect his office" presumably 
from intramural pressures Since 
these matters are not covered b\ the 
Code, itself, however, they'll likely 
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Cigsret Code . . . 



be formulated in prc-hiring conver- 
sations with the administrator, if 
not in his contract. 

Actual naming of the administra- 
tor will thus provide the strongest 
clue as to whether he'll be an in- 
dustry figure head or whether, as 



with "Czar" Will Hayes and the 
early motion picture code, he'll be 
able helpfully to regulate the in- 
dustry that succors him. 

Interestingly, not much was 
known about the Code until it was 
announced last Monday. Subse- 



quently, no one; would say how long 
it's been in the works, but sp'tikgl 
men agreed ^ it's been consider&i 
"for a number of months" — report- 
edly Since last summer when tb« 
Tobacco Institute made specific 
suggestions. Last March 16 their 
counsel informed the Federal Trade 
Commission at public hearings fftfl 
tobacco companies had been work- 
ing on a code, "for some time,* 

Even so, a public relations 
spokesman for one of the mafar 
tobacco companies didn't lea no 
of the Code's adoption, himself, 
until he heard it on tv. 

Only four times in the eight-page 
document are radio and tv pro- 
scribed : 

(1) First, "all forms of adver- 
tising in both radio and tv, as m 
most other media, are specifically 
included in Code coverage. 

(2) Further, cigaret advertising 
is forbidden "on tv and radio pro- 
grams . . . directed pdmw% Ifi 
persons under 21 years of age." 

(3) No cigaret ads. either, 'in 
spot announcements during any 
program break-in, or during am 
program break immediately preced- 
ing or following, a television Or 
radio program directed primarily to 
persons under 21 years of age* 

(4) And, significantly, advH- 
tising as defined in the Code ''does 
not include the entertainment por- 
tion of any television or radio 
program." 

No tobacco man or agency 
spokesman was about to admit their 
advertising doesn't already conform 
to Code standards, of course. 

A spokesman for the Araertern 
Tobacco Co., for instance,, safw: 
"No one knows just how it'll affect 
our advertising, but there'll •pratar 
bly not be a radical shift , . , 1fe%6 
in substantial agreement with the 
Code now . . ." 

Said a P. LOrilfard man: *fto 
doubt each company will rasfci 
its advertising in light of the Cadt 
and take, steps as needed — if aKf 
are needed." 

Even a slight effect could %m 
severe reverberations. hojvpsSfe 
considering the amount of :rnon:e| 
cigarct-m a k e r s spend annUallj 
on broadcast media (see eMrtl 
Since retail cigaret grosses in tfes 
United States reach an estimated 



A Gpret Czar? 




Section 1 . There shall be a Code administrator yvhn shall be a person 
of ricogiiteed independence, integrity and iofelteeltia! acMewnent ta 
the end that decision by hint shall command public confidence and 
mp2MevThe administrator shmH ha#c all of the land wtfttgHfitf 

necessary and proper to enaMe Mm to 'dlpchaiige iifte#ve% the 
rmspohSiMOtiel enirMtKd te Mu% h# *WS Gmlte 

Section -2, The admin Wrator shall hare complete and final authority 
to determine whether rtgarei advertising compiles, *rtfli the ftairfar-ds 
of this Code and to enforce ibh Code in all otbet respects-, 

SeeAin 3. The administrator shall appoint a staff ade-tpafc and imn- 
pe-tent to assist WW- m difcharging bis- duties* 

lieelion 4, Neither the administrator nor any member of Ms staff 
shall he an officer, director, employed or slocfeholitP of WJ imm* 
'faefnrer of tohaceo- products, nor shall any soch person have any 
ftnaneial Interest in the- holiness -of any such manitfaetneer. 

tw 3. The adminfttotor is awlhiirteed to %wmmm icleiiififle ad~ 
f ptolfe to enaMe him to carry out his duties, ftiw-rts Selected 
tor such panels shall bo of todeprnrtence, integrity awl competence in 
their particular areas of scientific discipline In select fog s*i** per»n-% 
the administrator may consult with appropriate governmental and 
private a^endiSs such as the XJ* B* Department of Healthy Edncailin 
and Welfares National Aeadenif' of Se-ienocsr National- Kewweh 
Cou-ncih American IVIedical A&m.\ Scientific Advki«iy Board ol the 
Coinicll for Tiibacct* Research V". -S> A** nwdted a«d j-eleutifie- 
iOetetJesi eidlegfes and unfcershles, and non-profit reiiarch twsfitotes* 

ItettOW 6. Th* admiiiKtraio: thai by regulation establish procedures 
tor the administration -and entoreemenf of this Code Including ,- B»ilh- 
oiit limitation, procedure for, 

fa) The Mdi-nffxsion to Mm of proposed cigaret awrertMug %>hieh 
together with any supporting data or documents, shall be kept 

ctwfidential,.. except as otherwise' protvidtd . „ -* -or M agreM- to 
If m sn:bMlttlii|£ yam 
(b) The «a&tftatoH of protects by parties sabjicl te |Mi ggtie 
fo»e»«nkg any defer mi n atio n by him? 

(e) llearbigs in connection ■vrlth all sutjnlsslttns and protesnf aid 
(dij KocoiiNideration In him flf inf Wf "h& d»t€rmli»Jlim ? " 
— Mia* it* i tor Cub AAnmmtrntor* tttm Urn tStpft* Mm&im Cwdts 
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$21 million a day (70 million 
packs), it's obvious that any tfhmige 
in advertising that appreciably af- 
fects dollar \olunu." could make 
quite a dent in the national econ- 
omy. 

But consider the calming remarks 
of Robert Stcinlc. advertising man- 
ager of I 'nitcd States lobacco, a 
company capitalized at $25 mil- 
lion, which does most of its busi- 
ness in pipe and chewing tobaccos, 
relatively little in cigarets. apart 
from S(ino\: "It presents no innova- 
tions for us . . , ActualK . it's an 
advertising problem stemming from 
a public relations point of view.*' If 
companies a I read) are adhering to 
sane and civil practices, win 
shouldn't these — as well as recently 
publicized criticisms — be pointed 
out to the public, he wonders. 

United States Tobacco sponsors 
no tv. but carries "a fair amount 
of radio" and Ad Manager Steinle 
says conforming with the Code "will 
not produce any change (in allo- 
cation) at all." 

All nine cigaretmakers signatory 
to the Code are members of the 
Tobacco Institute. Inc., Washing- 
ton, whose president considers the 
Code "a serious effort to deal with 
questions raised in various quar- 
ters about cigarct advertising." 
George D. Allen says the Institute 
"sincerely hopes" the FYC will, 
as a result, withhold its advertising 
proposals "and give the industry a 
chance for .self-regulation and con- 
trol." 

The Code. Allen points out. cov- 
ers "a number of areas" not even 
•rted in Fl'C proposals — a in o n g 
them, regulations relating to youth, 
athletes and filters. 
\ The nine cigaret companies, al- 
though traditionally close-mouthed 
when it comes to any public state- 
nicnls, are vocal in one contention. 
Tljey steadfastly agree that the 
Code was strictly "a joint effort" 
Without spearheading by any one 
Company or by the Tobacco Insti- 
tute. (Scuttlebutt reported that In- 
stitute personnel dominated the 
rode meetings and that the move 
mm probably the brainchild of 
Vllen.) 

Tobacco men admit. howe\er. 
hit actual construction of the docu- 
ment was undertaken by their legal 
•taffs, once top-level officers had 
;i*'en the nod for participation. 



Tobacco Giants Are Blue-Chip Spenders 

Tv dominates the media mi\ in tobacco couipanv ad plans, with 
more llian two out of even three ml dollars go'iny into network or s|h»| 
h, primarily for ciyarcl brands. 

Magazines nre second cJioice (about %M) million last vcar), with 
radio edging out newspapers ($19 million % s. some SI 8 million) for 
runner-up. 

In rndio, U. .1. Key nobis sets I he spot pace, spending ucnrk So,<; 
million. American Tobacco's spot radio amounts to $5.5 million. I*. 
I.orillard spends ilhtml $2.7 million in spot radio, followed In LqtyjiU 
X. Myers with sli^litl^ o\er $1 million. Philip Morris and Krown & 
Williamson, in 1963, were relatively inactive in radio. 

All tobacco majors have minor (if any) network spending. 

The following, compiled In Tv H, is 1963 spot and network |> spend- 
ing I iv the si\ leading companies of the nine that are currently backing 
the new Cigaret Advertising Code.* 

COMPANY 7.3 Sl'OI 7.3 M I WOKK *63 I \ |<»| v.1 

Aii>cric:m Toluuco $5,924,401) $13,678,400 $19,602,800 

Broun £ IfrflKumsdii 4,(1X2.7611 12,868.300 16,951.060 

I UHteYl \ Mjcrs 7,IS.S,U50 11,389.701) 18,577,750 

1*. I.orillard 6.876. 1 911 12.551.701) 19.4 27.8911 

I'll ill I> .Morris 5.993.66(1 14,255,400 20.249,060 

K. J. l\c>i>olds 6.004.271) 24.509,81)1) 30.514,070 

CKOl'l' IOI Al. $34,599,001) $85,143,400 $1 19.742.400 

*Note: All figures are for cross time and do not reflect cither discounts or pro- 
duction .111(1 program charges. The three miHiininv lolwcco c(iuip;mies in Ihe 
»h>e-con>pa»> Code Kronp are minor adtcrliscrs. l.:mis Bros. :ind Mcplninn 
Bros., bin f do 1963 t\ spendiiiu recorded, no nidio; t'.S. I'oIkicco rcporlcdh 
spc»t less Ihai) $20, 000 in Iv, ocn less in ratlin hml ve;ir. 



(The document has virtually no 
legal jargon or complexity, how- 
ever.) And. since the Code is es- 
sentially advertising-oriented, com- 
pany lawyers were, in effect, liaison 
for the various advertising chiefs. 

As a result of their participation, 
it's not expected that the Code, even 
under a severe administrator, will 
wander far from what are already 
accepted as sound practices. One 
tobacco advertiser said about the 
only problem raised for his company 
is the use of models vv ho don't look. 
as required, at least 25 years old. 
On the other hand, the company 
doesn't show I I -year-olds hav ing 
their first smoke, so this isn't con- 
sidered a serious revision. 

Asked about the prohibition of a 
"picture or illustration of a person 
smoking in an exaggerated manner." 
one advertising manager replied . 
"Yes. | wondered myself what they 
meant." 

Account supervisors and execu- 
tives were mostly silent — and for 



two reasons, both of them sound. 
( I ) It's strictly a "wait-and-see" 
period for them before they'll dis- 
cover exactly what it means to li\e 
with the Code. Greatest likely hur- 
dle: I he loss of time before produc- 
tion deadlines, since the admin- 
istrator's office vv ill act as a clear- 
ing house. (2) Most agencies have 
firm policies of not speaking for 
or about tobacco clients \s one 
"don't-quotc-inc" account execu- 
tive remarked. "It's not so much 
that our agency has the policy ol 
not speaking as it is that our « hem 
has a policy that the agency not 
speak . . ." I rue to expected form, 
ev en public relations otfiees weren't 
always returning calls 

I imeiable . I he Code won't go 
into effect at once, of course It 
must first be givut .mti trust cU . r 
a nee by the J iistice Depart nu m. 9 
procedure that's not expected to Iv 
delayed although no pri >ntv h is so 
far been requested 

I hen, the administrator w I haw 
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to be chosen from candidates who, 
for obvious reasons, are not now 
being identified, although active 
consideration doubtless is under- 
way. The Code stipulates: "A per- 
son of recognized independence, 
integrity and intellectual achieve- 
ment" who also has no tobacco 
stock or other financial interest in 
any of the participating com- 
panies. 

Once designated, the administra- 
tor will open offices — definitely in 
New York (headquarters for five 
of the nine cigaret companies) rath- 
er than the South (agricultural 
heart of the industry) or in Wash- 
ington (headquarters of the Tobac- 
co Institute). Besides opening of- 
fices, the administrator will also 
have to organize the "adequate and 
competent" staff that's allowed 
him. The process, says one com- 
pany's spokesman, "will be quite a 
job." 

Therefore, active Code enforce- 
ment will likely be a matter of 
weeks ahead. 

In Washington, meanwhile, the 
NAB found itself in the odd posi- 
tion of being simultaneously pleased 
and annoyed at the self-regulatory 
tobacco industry move. 

NAB President LeRoy Collins, 
who has gone on record on several 
occasions as opposing cigaret com- 
mercials aimed at a youth market, 
was pleased with the basic aims 
of the cigaret code, and applauded 
the move. 

Pleased also was Howard Bell, 
director of the Code Authority, who 
has long cited the broadcast in- 
dustry as being unique because it 
has both a self-regulatory code and 
the machinery to implement it, and 
who has stated he would welcome 
industry codes in preference to gov- 
ernment rulings. 

NAB officials were privately an- 
noyed that the cigaret code had 
stolen some of NAB's thunder, for, 
they contend, it was NAB — not the 
tobacco industry — that first promul- 
gated a set of rulings covering cig- 
aret commercials on television. This 



was done in Miami January 29, 
with a comparable set of radio 
amendments' due to be voted in 
June before the Radio Board of 
Directors. 

"We've been evaluating cigaret 
commercials in tv since the end of 
January," Code Authority Director 
Bell told Sponsor. "We've ques- 
tioned quite a few. In a number of 
cases, we have affected changes in 
copy. It's not been necessary to is- 
sue general warnings to Code sub- 
scribers, and in all cases in ques- 
tion the agency and client have 
backed down." 

Did the Cigaret Advertising Code 
mean that NAB would retire from 
the scene? Not at all. 

"We're in the middle of prepar- 
ing our own set of guidelines," said 
Bell, "and we're going to continue. 
We feci the cigaret industry code is 
a worthwhile step, but we want to 
see how it will be implemented. We 
plan to hold off on release of our 
guidelines until this is done. Mean- 
while, we will continue to enforce 
the code amendments concerning 
cigarets, and we will look at cig- 
aret commercials on a case-by-ease 
basis." 

Elsewhere in Washington, there 
was evidence that NAB would not 
be alone in developing standards 
for cigaret advertising. Having held 
a three-day hearing on a proposed 
set of cigaret-advertising rules, the 
Federal Trade Commission gave 
no indication that it would back 
down. Stated FTC chairman Paul 
Rand Dixon: "I doubt if the Cig- 
aret Advertising Code would af- 
fect our deliberations." 

There was an indication from 
Washington sources that what FTC 
might eventually release would not 
be a stringent set of rules requir- 
ing cigaret advertisers to state that 
smoking may be injurious but rath- 
er a set of guidelines. For one 
thing, there's been heavy pressure 
from congressmen, senators and 
farm lobbies from tobacco-growing 
states. For another, the tax revenue 
from cigarets is around $3 billion 



annually — a sum whose loss would 
be felt keenly, particularly in light 
of the recent income-tax cut, anil 
this fact is not lost on Washington 
officialdom, up to and including 
the White House. 

The new tobacco industry code, 
does not, as yet, have official ap- 
proval from the Justice Depart* 
ment. However, since it is presinaj 
ably ''in the public interest" and 
docs not raise any question of price- 
fixing, it's presumed generally in 
Washington that it will clear this 
hurdle with no difficulties. 

Cigaret manufacturers were all 
receiving a break, of sorts, on %, 
related front. The researcher whp 
triggered much of the, furor con- 
cerning possible links between eigH 
aret smoking and lung cancer — Dc, 
Ernest L. Wynder of the Sloan-Ket 
tering Institute for Cancer Re- 
search — was back in the news 
again. This time, he was stating 
with his associate (noted chemist 
Dietrich Hoffmann) that "the smok- 
er of filter cigarets of 1964 is on 
the average exposed to approxi- 
mately 50 percent less tar and nico- 
tine than he was while smoking cig- 
arets without filter tips ten years 
ago." Dr. Wynder also admitted 
that manufacturer changes in tobac- 
co formulas had caused a reductxii 
in presumably harmful smoke ele- 
ments. 

Last, the giant tobacco firms 
could take comfort from some h 
cold business statistics. Desp 
harsh report from the Royal Col- 
lege of Physicians in Britain — and 
a new set of tv commercial requisi- 
tions — cigaret smoking is now at 
a record high in the United Kilfr 
dom. Similarly, cigaret smoking * n 
the U.S. — which runs well over 500 
billion units annually — has : also 
bounced back from the slump in 
the wake of the Public Health 
Service's report, and tobacco stocks 
(thanks in part to diversification 
moves by tobacco majors) had m- 
gaincd much of their previous fflHH 
ket strength. 

If any tv commercials have; I® hf 
junked in the wake of the new in- 
dustry code, or if any major eigpnet 
advertisers have to divorce them- 
selves from tv-radio shows tlw 
have sizable young audiences, ftW 
didn't seem to be any eancelMixffi 
trend by week's end. And eertaio'1* 
no panic. 
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Ty conimerci*U »r* y»ed to *ttr»ct kids witching «f tsrnoon thowt They f 
ture fun, jninution ind, of courts. Yogi Barn, champion image of Yoo-Hoo 



Yoo-Hoo. In can 
or in bottle. 
Yoo-Hoo. A cold drink 
or hot' 11. . . 



make you do what 

champ ions do. Yoo-Hoo '. 



Say ay-he for Yoo-Hoo 
too-hoo . Yoo-Hoo 1 . 



inject new sales life 
soft-drink market 



Air 
into 

YOO-HOO, other brands find airwaves erase seasonal lag, boost potential market 



■ There is a "new" soft drink 
making news — chocolate. Although 
chocolate drinks seem to be as old 
as teenagers, only now are they 
registering large sales in the market 
place. And each case sold means 
healthy percentage goes to ad- 
ertising. 

Chocolate drink sales passed the 
I 2-million-case mark in 1963 for 
the first time, and current indica- 
tor* point to 1 S-million-plus cases 
by the end of this year. 

Leader in the industry is Yoo- 
Hoo, a non-carbonated 60 percent 
milk product, which spends 80 per- 
cent of its present $300,000 bud- 
gel in broadcast media. 

Although Yoo-Hoo has been 
.1 round for some 30-odd years, it 
was not until Dr. Max A. Geller 
and partners Knight the company 
in 1960 that the chocolate drink 
began to "take off." Coincidental!)-, 
Heller, president of the Yoo-Hoo 
Chocolate Beverage Corp.. is also 
chairman of the board of Weiss & 
[Viler Advertising, w hieh has been 
Handling the product. 



The chocolate drink industry 
credits the boost to: 

• Several ik'w chocolate drinks 
;ind franchises on the market. 

• More mono going into ad- 
vertising, promotion, marketing. 

• A host of new sterilizing ma- 
chines available, improving the 
product. 

Yoo-Hoo, a major strength with- 
in the industry, can also point to 
other distinct reasons for new- 
found popularity: 

• Use of selective spot radio and 
tv buys to reach different groups of 
consumers. 

• Ctili/ation of all the merchan- 
dising tie-ins the stations offer. 

• Backing by Yogi Bcrra, vice 
president in charge of promotion 
and merchandising for Yoo-IIoo 
and a principle inuige-prodiicer 
for the soft-drink. 

• Intjcrest shown by bottlers of 
Se^cn-L'p, Pepsi-Cola and others 
who do not consider Yoo-Hoo di- 
rectly competitive with their own 
products. 
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But the minimum 50 percent in- 
crease in business this year pre- 
dicted In Holtlim; lrulti\tr\ maga- 
zine will aid all chocolate drink en- 
tries. In addition to Yoo-Hoo they 
include Chocolate Soldier and 
Brownie (Citrus Products Co.. Chi- 
cago). Kayo (Chocolate Products 
Co.. Chicago). Sambo (Choc -Ola 
Bottlers. Indianapolis), Chocko 
(Cott Corp.. New Has en. Conn ). 
Dim Shake chocolate drink ( Di\- 
A-Dee Co.. Brooklyn), Fay go 
(Feigenson Beverage Co.. Detroit I. 
May 's clnvolate drink I May \ Bot- 
tling Co., \tlanta). Mooo C ho 
(Mooo Cho Beverages. Ridgefield. 
N.J.). Jo-Jo ( Monarch Manulac- 
turing Co.. \tlanta ). Sun ( rest 
chocolate drink (National \ugrape. 
Atlanta), Charley's Chocolate (Nes- 
hitt Fruit Products Co . 1 o\ \n- 
geles). Nehi-C luvolate l Ro \ ,il 
Crown Cola Co . Columbus, O. t 
and B i re ley \ Chocolate ( B re ey \ 
Inc.. Bensein ille. Ill ) 

Most of these drinks are d s- 
tnbuted regionally and us,. I val 
media Bireley's ad plans tor this 
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Dr. Max Geller, chairman of the board, Weiss 
& Geller, agency for Yoo-Hoo, is also president 
of Yoo-Hoo Chocolate Beverage Corp. 
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YOO-HOO... 



Display in Grand Union supermarket in Miami also shows station ull letters, WMIE, v/Mk 
reaches Spanish-speaking peoples. 



year center around point-of-pur- 
chasc and spot radio. Sambo is sup- 
ported by radio, tv, billboards and 
newspaper. Chocko uses tv, along 
with newspapers, trade magazines 
and point-of-purchasc. Faygo also 
uses radio and tv, plus billboards 
and point-of-purchasc. 

What gives Yoo-Hoo a special 
boost is Bcrra, who is included in 
almost every radio and tv commer- 
cial as a product promoter. Orig- 
inally, the New York Yankee field 
manager worked at the trade level 
but has since expanded and helped 
initiate the consumer campaign for 
Yoo-Hoo built around " The Choc- 
olate Drink of Champions." Besides 
Bcrra, the promotion features Mic- 
key Mantle, Elston Howard and 
Whitcy Ford. 

Is Yoo-Hoo the chocolate drink 
of champions as the commercials 
say? Yogi says there arc always 
iced cases of Yoo-Hoo in the Yan- 
kee bullpen and dressing room and 
on any given day, by the end of 
the game, they are empty. Jim He- 
gan, the bullpen coach and catcher, 
according to Yogi, is the champion 
Yoo-Hoo drinker of the world. 

Sportswriters and announcers are 
well aware of the fact that Yogi 



likes to be associated with Yoo- 
Hoo, and give the product free 
plugs by mentioning the tie-in. Fans 
know it, too. Last season, when 
Yogi was on the coaching line or 
came up as a pinch-hitter, many 
fans greeted him with: "Yoo-Hoo 
Yogi." 

About 90 percent of the ad 
money allocated to broadcasting by 
Yoo-Hoo goes to radio. Geller, 
along with Max Tendrich, account 
supervisor on Yoo-Hoo and execu- 
tive vice president of the agency, 
has put into effect a selective pur- 
chasing plan for radio. Since Yoo- 
Hoo appeals to various groups, dif- 
ferent stations arc bought to cover 
each segment of the market. 

In New York, for example, Yoo- 
Hoo advertises on WINS for teens, 
WOR for adults, WWRL for Ne- 
groes and WADO for Spanish- 
speaking people. In Miami, it's 
WIOD for adults, WFUN for teens, 
WMIIi for Spanish-speaking people, 
and WTVJ and WLBW television 
stations to reach children in the 
afternoons. The same formula is 
followed in other Yoo-Hoo markets, 
which now cover much of the East 
Coast. Plans are to go national in 
the future. 



Winning the approval of mothgrj 
is achieved almost entirely throng 
adult talk shows on daytime radfc 
while the youth market is ap 
proached with jingles, animator 
and fun approaches on tv and raUic 

Talk personalities employed fl 
deliver the Yoo-Hoo message in 
elude Peter Lind Hayes, MlJ| 
Hcaly, John Gambling, Marfh. 
Dean, Stan Lomax and Jack Lac; 
in the New York area. 

The Yoo-Hoo commercials | 
the talk shows are straight-out \ 
tual. geared to the product stor| 
and the 60 percent non-fat I 
feature with its nutritional. Itfwj 
calorie value. 

But the milk angle can be a pi 
lem, according to Tendriclj. Kid 
resent it, he says. The solution ft 
Yoo-Hoo was in the Berra iraag,el 
which adds a feeling of strength 
success and manhood to the pi 
uct. 

Other companies base differs, 
thoughts on the chocolate ni 
chocolate drink problem. Clioe- 
Ola's advertising, for example, *f| 
from the dairy angle, not the fflJ 
drink, 1 ' says firm executive Man} 
Normington. In contrast, ClmCfe 
sales manager says chocolate drif 
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V|' talet meeting for Yoo-Hoo, Yogi it very active Promotion features theme "the drink of 



ha-tnpiont." Many timet there it a Yankee tie 



lei I best on special display and in 
[he beverage section. "For the long- 
Mi time, chocolate drinks have been 
ki the milk coolers, and consumer 
nought in terms of chocolate milk 
Xistead of chocolate drinks." he 

' Ben Sherman, sales manager on 
oo-Hoo. points out that Yoo-Hoo. 
■ well as competitors, does not 
M\e to be purchased or stocked 
very day while the dairy product 
lust. Theirs' is a grocen, item and 
on't spoil. And finally, the item 
irt compete with dairies in cost, 
nd the consumer is always looking 
Kr dollar value, he says. 
Chocolate drinks have appeal be- 
tid the youth market. "It is co ti- 
nned — not in the same proportion, 
f course, but in substantial volume 
by adults as well." says a Yoo- 
oo spokesman. "This is evidenced 
v major installations in vending 
achines. offices, golf clubs and 
ctories. Ii has proved itself most 
ipular as a mid-day pick-up. On- 
•"emise sales at luncheonettes anil 
'rapany-installed lunch rooms are 
feci ally strong, he sa\s. 
Chocolate drinks sell well in the 
nter, as well as the summer, bo- 
use thev can be heated. This 



means that commercials must 
change w ith the weather. For in- 
stance, winter com mercials feature 
a little boy shivering on a sled and 
similar situations. The peak of the 
chocolate drink season is still the 
summer, as it is with other soft 
drinks, says Tend rich, but sales 
decline in the winter is not nearly 
as sharp as others. The heating fac- 
tor, coupled with the popularity of 
chocolate and the nourishment 
\ alue. are what give chocolate 
drinks year-'round appeal. 

In working with radio and tv sta- 
tions every month. Yoo-Hoo must 
stretch the dollar. "We don't have 
the kind of money Coke and Pepsi 
have." says Tendrich. "We ask the 
stations for all the promotion and 
merchandising help they offer." 
Yoo-Hoo tries for special displays 
in major chain stores whenever 
possible. Sometimes they have a 
station tie w ith the call-letters on 
the exhibit. "When stores see the 
power of radio and radio merchan- 
dising they often set up displays on 
their own." Tendrich sa\s. Yogi, 
as promotion and merchandising 
manager, is a big help in getting in 
supermarkets. Tendrich admits. 

Some of the merchandising ef- 



forts are naturally baseball oriented 
A recent promotion, ad\ertising on 
radio in Philadelphia, in Scran ton 
and in Florida, featured a premium 
offer of a combination desk set and 
bank — the bank being shaped 
like a baseball and the pens like 
baseball bats, all autographed by 
baseball stars. 

The success of Yoo-Hoo's radio 
advertising and merchandising have 
led to the intnxluction of Yw-Hoo 
chocolate syrup and chocolate bars, 
Tendrich notes. 

With three hydro- si a tic continu- 
ous line sterilizing units in opera- 
tion ( two in Carldstat. N J . and 
one in Hialeah, Fla.) and one plan- 
ned for the Midwest. Yoi>-Hoo Un>ks 
for a 100 percent increase in case 
volume this \ear. accordine to 
Geller. 

Currently engaged in an exten- 
sive national franchising and dis- 
tribution program, the firm rcscntlv 
signed up several new franchising 
distributors, including Pcpsi-( ol.i 
in \sbu rv . N J . and New burgh, 
N.Y. Among the bottlers franchise d 
for Yoo-Hoo prixluclion is Pee IX c 
Bottling of Hamlet. \' C . prod o.r 
of Seven-l p. Ro_v.il ( row n Ikvef- 
agcs. I)r Pepper and VtGrapc ■ 
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David-Goliath story for a new oven cleaner 
raises old query: Do "upstart brands" exist 
only as long as it suits national advertis- 
ing's giants in the food chains? 

■ Several weeks ago, or so the report goes, an anxious 
Grey Advertising executive flew into Boston's Logan 
International Airport, rushed over to Group W's WBZ- 
TV on Soldiers Field Road, closeted himself with the 
station's sales people, and rushed out again, heading 
toward the Chestnut Hill Shopping Center. When last 
seen, he was dejectedly stalking the household cleaner 
section of the Star Markets — one of the chains in New 
England where a battle of the oven cleaners is reach- 
ing a crescendo. 

While the story might be somewhat exaggerated, 
if not apocryphal, the concern of Grey's is likely 
neither. For in three short months, Boyle-Midway's 
Easy-Off — the nation's number one oven cleaner — 
has just about lost its hold on the New England 
market. 

Its shelf-facings, the sine qua non of product sur- 
vival, have shrunk. And in place of the familiar brown 
bottle with the brush on the side is an ///i-familiar red, 
white and blue aerosol can labeled Jifoam. 

Introduced a scant eight months ago, Jifoam cur- 
rently is the hottest-selling new product in any cate- 
gory in New England supermarkets. With 96 percent 
of its ad budget in tv daytime minutes and 10-15 
second IDs, its messages reach 31.2 million house- 
wives each week in five New England states. 

In mid-March, having eraeked every supermarket 
chain in the area — by itself, an almost-unheard of feat 
for a new product — Jifoam jumped across the Hud- 
son River into Albany County. 



Jifoam 



To date, it has racked up almost $1 million; I 
sales, spending less than $150,0.00 undoing all c 
Boyle-Midway's missionary handiwork. Glancing, 1 
input v. output, one observer here recently sugge§tf 
that "given large enough appropriations, this nutf 
might well become another Lestoil."* 

Of course, this observation precludes the possHf 
ity that this upstart brand exists only so long as, 
suits the convenience of the giants, such as B. T. Bar 
bitt (Hep) or Dow Chemical's new oven cleaner, wM 
is outspending Jifoam 10-to-l on such shows as Civ 
TV's East Side/ West Side and NBC-TV's Espi&ijg0 

Still, Jifoam's saga is intriguing and what make 
it so is that it's being written by amateurs. The mam 
facturer is a Harvard Business School graduate steepe 
not in marketing but in finance; up until last Beeeir 
bcr, his sales vice president had devoted all of his lit 
to selling Big Steel to industry, never knew such &m 
tures as food brokers existed. The advertising ageo? 
is so provincial that its idea of thinking big in cSI 
mcreial production is to hire a local film eompanfyC. 
prides itself on turning out slick commercials far I 
than $4,000 — "including talent, don't forget," 

Yet, these inherent weaknesses are Jifoam s m 
strengths. It was typical B-School thinking not to s 
into business until the computers had mulled £tt 
market potential; chain buyers, seem to like ffhfi w 
frcshingly-diffcrent approach of having a, plltM 
goods item sold to them like ingots. And it si twl 
pened that the head of the provincial ageniy fctjf 
every one of those buyers on first-name basis. What 
more, his ability to haggle Yankee-trader style "m 
the client schedules no Madison Avenue shop caul 
have lined up under similar circumstances. 

Until August last year, Jifoam was merely a I| 
merit in the imagination of 44-year old John CarfW 
ter, then treasurer of Winfield-Brooks Co., a WetMti 
Mass., chemical specialties firm. Earlier in 1963, W- 
chemists had come up with an oven cleaner fentu; 
that, they claimed, worked best On ^arm Cuf i 

* which* between 1 958-6 1 became the if success sttjry ta end > 
tv success stories, la its heyday. Lestoil spent $12- Ji,iilU0U tr 
$18 HiUliiMi worth of card-rated lime, peaked at sales gf & 
milliott. It currently spends less than $.t mil/inn Id- lum «"! I 
Us 28-staie market in the i astern U.S. 
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another Lestoil*? 
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If* 
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ecking iavt-minute script corrections in studios of WBZ-TV, at rear-icreen projection shows Jif oam in action at* I to r William G Crool uUi 
Srislco, Inc.; Donald A. Hodei of WorcnUr agency bearing hit name, and Group W talet e>ec Den O Shea. 
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Frames provided by Radio TV Reports, Inc. 



2()()°F. ) ovens, was relatively (97%) non-caustic, non- 
toxic, and worked five times as fast as any other 
product on the market. 

An experimental batch was packed in aerosol 
cans and test-marketed under the name of "Instant- 
Ol'f" in a rather quaint manner. Carpenter realized the 
firm wasn't set up to market the product, being pri- 
marily a private label contractor. So the 16-ouncc 
cans were sold for $1.39 to the Tappan and Frigidaire 
appliance distributors in Worcester County to be used 
as customer premiums in the push to sell more cyc- 
levcl, built-in wall ranges. 

Soon, complimentary letters came into the distribu- 
tors, who bucked them up to Carpenter. "There were 
so many," he recalls, "that 1 said, what the hell, there 
must be a future in this stuff." 

To make sure there was, Carpenter started col- 
lecting all sorts of market data, fed same into a bank of 
borrowed computers, and came to the conclusion that 
even Boyle-Midway, with its 80 percent hold, was only 
scratching 15 percent of the New England potential. 
His chemists suggested that many housewives eschewed 
Easy-Off because of "plain, simple fear of coming in 
contact with the chemical," and his market analysis 
showed that most people still preferred to get into 
old elothes, don rubber gloves, and get to work with 
Brillo pads and such home-made brews as ammonia 
mixed with Spic 'n Span. 

In August, Carpenter was convinced, quit Winfield- 
Brooks. He had bought title to the product, arranged 
to let W-B do the blending and individual jobbers do 
the packing. And just to be on the safe side, he had 
Winficld-Brooks patent not just the formula but the 
chemical process. 

He set up offices in the Boston suburb of Need- 
ham, called his company Shelco Inc. — after his chil- 
dren Shelley and Colby — and hired an ad agency. 

Donald A. Hodes Advertising is a small, six-man 
Worcester shop that specializes in food accounts. This 
isn't terribly unusual nor pertinent to Shelco, except 



for the fact that Hodes' family runs a chain of in- 
dependent supermarkets in Massachusetts. Not onl\ 
is Hodes intimately acquainted with the buyers a' 
A&P, First National, Stop & Shop, et. al. He tiffc 
knows the pitfalls of new product introduction. Over- 
cnthusiasm, for instance. 

"I'm dead-set against anything longer than a firm 
1 3-weck schedule or rate holders," he points out, con- 
tending that it was the 52-wcek, non-cancelable com- 
mitment that hurt Lcstoil when it could least afteft 
it. "Jack Barowsky had the quantity discounts, §1 
right, but Howard Morgens (of P&G) had the flexibill 
ity to move up and down in and out of prime thru 
at will." 

In nailing down the long-range objectives, it ws* 
decided to create (a) a consumer demand for a produr 
not then in distribution and (b) a brand awaraaM 
among chain store buyers in order to force thai dis- 
tribution. 

Hodes contended that what was needed here ft 
not so much a "look-ma-herc's-another-riew-niirafflf 
cleaner" pitch as one "that would educate the viewers, p 
the necessity of keeping their eye-level ranges spotji» 
ly clean — in the easiest possible way." 

Jifoam's "unique selling proposition" was the fat 
that it required neither contact with the sludge no 
any wailing time. Thus Hodes hit on the idea of shift 
ing a woman in a fancy party gown, about to clean M 
oven. Voice-over: "You're right . . . you wouldn' 
clean your oven in a party gown. Neither would w 
but we want to make a point . . ." 

The point: "get some J i foam and you'll almost en 
joy keeping your oven clean." 

(The second commercial, also shot at D-4 FBf 
Studios in Newton, counteracts Dow's commercials b 
playing up the second U5P of Jifoam's workilf a 
warm ovens without danger of flash burns). 

Just before Labor Day, Hodes began lining, If 
availabilities in the Providenec^New Bedford marke' 
buying day minutes on WPRO-TV and WTE^Tfl 
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Safety, ea»e, economy are itrtttod in Jifoam commercial!. "No other 
oven cleaner workt at quickly, taf cly or at e*tily . to »f e that it 
can be uied without rubber glovei." 



lo impress the buyers for elmim with outlets in his 
.hometown of Worcester, he bought a brace of radio 
commercials on Worcester's WAAB. WNF.B. WTAG, 
and for good measure tossed in a few 1, 000-line nds 
m the Won cster Telegram c\ (kizetie and f'ro\ idc/icc 
Journal Hnlletin. Total cost: $3,000. 

By mid-October, J i foam had gotten 50 percent 
.distribution in that market, and by the end of the 
11X311 th. in Providence alone. Jifoam had racked up 
p20,000 sales, and $30,000 in November. I he point 
tlid not escape the hold-out buyers: one Providence 
chain bought 1,0X9 cases for $12,590.80. sold them 
for S 19,461. 82. realized a tidy profit of $6,871.02.* 
Group W had gotten a sniff of the wind, and WBZ- 
|I V salesman Don O'Shea tracked down Hodes in 
jVovember to work out a post-Christmas push in the 
;oun try's fifth largest market — Boston. "We figured."' 
)"Shea said the other day. "that this upstart had bet- 
er tie clown all the vacated spots before the January 
u sh started." As a result. Shelco latched onto a 
'superb" schedule of 12 weekday minutes plus 18 IP's 
very fourth week in some of the choicest slots, mean- 
vhile instituting a holding action in Providence of five 
•pots a week on alternate weeks. (To back up YVB/.- 
TV, 10 alternate week minutes were added on WNAC- 
I V Boston ) 

In January, Carpenter convinced a neighborhotKl 
fiend, William G. Crook, to become his sales \ .p. 
frank had just retired as New England manager of 
•S Steel, but in March he rose to the challenge and 
anic out of retirement. 

Boston kicked off Jan. 6, Crook notes, and by 
he end of the month, had brought in $90,000, Feb- 
uary was even better, with $160,000, and March bet- 
er still— $220,000. 

While Boston was firming up, Hodes added WTIC- 

Jijmim sells for SI. 49 for Ifi ohhh'i as against /><>>< \ XV c 
k $ ounces-. Hardly priced us an impulse item, Jifoam fnrther- 
Wre <ii\es away to huyers one ((<*«■ free for exerx ll) \ttl\l. t « 
jjn/Vivf /Juii'j introductory one free for every four, still out- 
m heavily-advertised Dou- 5x unit sales, 10% dollar wlunit . 



I V Hartford with six weekly minutes; five weekly min- 
utes each on WNHC-TV New Haven and WCSII-I V 
Portland; and schedules of seven minutes alternate 
weeks on WM I W- I V Poland Springs. Me.. \\ Ml R- 
IV Manchester, N il., and WWI.P-I \ Springfield. 
Mass. 

By the time the first 13 weeks were up. Jifoam had 
spent $49,000 in spot telev ision More was to come 

On March 1 6th. Jifoam bowed on \\ I 1 \- 1 \ 
Albany and WRGB-JV Schenectady. \\ P I /.- 1 \ 
Plattsburgh and some radio stations in between with 
a total $20,000 schedule. On April 13th. the drive 
moved into the Sy racusc-Rochester-Buffalo-Bingh.ini- 
ton area Meanwhile, New I ngland has been cut back 
to $30,000 for the second 1 3 -week cycle "since we 
proved our point and cracked every chain." 

There'll be a tv hiatus starling in June, when the 
whole campaign switches to radio. Reason: Jifoam 
works beautifully on outdoor charcoal grilles, too. 

Shelco would like to tackle the lush New York 
City market, but won't do so for the time being I he 
new New York hire Department law governing aero- 
sol packages would require Shelco to relabel the prod- 
uct, even though its present label carries I D\ appro- 
val. "We're inclined to let the big packers fight the 
battle for us." Cnx>k points out. imply ing that the 
NY ID may have to back dow n. 

John Carpenter thinks he can make Jifoam a four 
to five can a year habit ( each can doing four complete 
stove cleanings) He appears remarkably sanguine 
about the competition, and professes no temptation 
to wanting to he bought out by a lareei companv 

One reason may be th.it his computers told him 
that the present $12 million market could ea>ib be- 
come a $75 million market by !*)70, and as Kmc as 
he can continue to get his day time minutes at tlu 
lowest possible CPM. he'd like to stick around "|i M 
to see what happens " 

"Without television." he adds. "wCd still tv put- 
tering around in Woburn " ■ 
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TIME / Buying and Selling 



% 

K&E vice president Joseph Braun (I) show's media supervisors Jack Capian and Lou Kennedy |H 
how the "Yardstick" expands the universally available buying index, Mfe;tro cost-per-thousand 
(illustrated by a zero in chart's center) into other areas, thus allowing more orderly appw^g^i 
to buying. 



QUALITATIVE EVALUATION 



Ccrfejgofies 


Client 
Goal 


Station A Station B 


■ Sftatien; 


News 


7% 


7% 


3% 


1% 


Weather 


0 








Dial, power 


3 




0 


i: 


Farm 




2 


0 


i 


Music 


5 


4 


2 


4 


Personalities 


5 


4 




4 


Policy 


9 


9 


3 


7 


Stature 


9 


8 


4 




Deuces wild 


0 








Totals 


40% 


37% 


14% 





New Y-A-R-D-S-T-l-C-K joins 

S-L-l-D-E-R-U-L-E to cut 



PROM, EM 



Considering nil (he standards for 
judging a radio station, how can 
a timclwyer defend a "horse 
sense" buy without resorting to 
"mule logic?" 



WHOSE PROBLEM? 

Tiniebiiyers at every agency. Many 
are learning to make value judg- 
ments with near-mathematical pre- 
cision by means of an organized 
system, however. It is called "The 
Yardstick for Buying Persuasive 
Radio," and was introduced late 
last year by Crosley's WIW Cin- 
cinnati, And now it's beginning to 
see actual use. 



Buyers at J. Walter Thompson 
have used the Yardstick on three 
recent, important buys. "This 
meets the needs of today's com- 
plex radio buying," says Ruth 
Jones, JWT broadcast supervisor, 
who contrasts the 1000 radio sta- 
tions of former days with today's 
more than 4000. 

Timcbuycrs at BBD&O have also 
begun to study and apply the sys- 
tem to actual buys. Says media 
head Steve Scmons, "All stations 
in a market should rate them- 
selves on their full range of pro- 
graming . . . This information and 
accepted quantitative rating and 
coverage data could undoubtedly 
strengthen buying techniques . . ." 

At Kcnyon & Eckhardt, where 
they've used the system repeatedly, 
timcbuycrs feel it's "great" because 
"it enables us to approach buying 
in an orderly manner." Joseph 
Braun, vice president and media di- 
rector, adds, "It forces the buyer 



to go beyond the important stalte-- 
tical area and into another diiilCBr 
sion of evaluation. I mean, of 
course, into the qualitative area." 

Two recent buys at Kudner wore 
made on the Yardstick basis. v 'Ks 
a great guide for those involved fit 
radio for the first time — or the 
hundredth," says Donald E. Leon- 
ard, vice president and media di- 
rector. 

Footc, Cone & BeMing, tog 
skeptical on the question of ratilfp?, 
feels, as Frank J. Gromcr, Jr.. ¥tf 
president and director of ntafcteH* 
ing services, puts it, that "qualilff^ 
tivc factors have always been Im- 
portant in evaluating all njgdik. 
They are particularly important for 
radio, since most of the quantita- 
tive information on the radio audi- 
ence is inadequate and, in rtMfy 
eases, actually misleading." 

"For this reason," lie cooJtnWP. 
"the radio Yardstick is an .egpeekl- I 
ly useful device, since it encoW- ' 
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bungling of radio buys 



jpK the buvcr to consider factors 
liver than audience numbers and 
akes it easier for him to do this." 
Other agencies that have been 
itting the system into active use 
.elude McCann-Erickson, Ogil- 
v, Benson & Mather. Sullivan 
Mwffer Colvvell & Basics. Cun- 
ingham & Walsh. Says the hitter's 
MMor vice president and media di- 
:tor, Newman F. McFvoy: " This 
a new approach . . . it eonsoli- 
ites a lot of thinking into an or- 
lnized method." 

Agencies outside New York have 
mi latched on. Thomas B. Rice 
Campbcll-Ewald. Detroit, used 
1 on three recent buys and has a 
artistic k worksheet on his wall for 
sociates to sec. 

Additional agencies, most of 
horn are now familiarizing them- 
lvss with the procedure, include: 
:nlon & Bowles; Compton; D'Ar- 
: Doherty, Clifford. Steers & 
ten field: Fletcher Richards. Cal- 



Charting all factors — "values" as well as "numbers" — 
helps buyers find the effective, not just efficient stations 



kins & Holden; Gardner; Geyer 
Morey Ballard; Albert Sidney No- 
ble, all of New York; Sutherland- 
Abbott. Boston; McCann-Erickson. 
San Francisco: Botsford, Constan- 
tine Ga rdner. Seattle — to name 
a few. 

Those that use the system do 
so for five reasons, according to 
H. Peter Lasker. vice president in 
charge of sales for Crosle% Broad- 
casting Corp. : ( 1 ) the plan is cli- 
ent-oriented: (2) it's simple to 
adopt and eas\ to use; (3) it's flex- 
ible enough to fit any agencv pro- 
cedure; (4) it points the was s to- 
wards needed research — i.e., a bin - 
er's lack, perhaps, of real station 
knowledge or the need for intra- 
media comparisons; (5) it can be 
used fully or only in part. 

Herb Maneloveg. \ ice president 



nnd media director of BBIXvO, 
says. "It's unwise to bin on metro 
cost and media alone . . . all of 
the other factors mint be given 
proper weight in order to insure 
that a plan is not on Is efficient 
but- — more important — <•//<•< /; \ «*." 

His remark is endorsed by the 
senior vice president and media 
director of I ennen & Newell. Her- 
bert /.cltner: "In the face of in- 
creasing concern in er continual!} 
rising advertising costs and multi- 
pi) ing competitive pressures, our 
ability to zero in on that particular 
single individual who is our likli- 
ai prospect becomes one of the 
most important wa\s in which wc 
can stretch our advertising dol .ir " 

Fundamental to Yanhtii k n the 
concept that, whether convto i lv 
or unconsciouslv. timebtivcrs al- 
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BBO&O media group heads Steve Semons (r) and Bud Keane (second from left) have filed out a work- 
sheet to illustrate actual client problem and buying solution as evolved by "Yardstick" methods. 
Looking on (from left): media buyers Jim Walsh, Vivian Riley, Werner Ziegler, Jim Monohan. 



Y-A-R-D-S-T-l-C-K ... I 



ready accept information about sta- 
tions of varying validity. This dis- 
organized method, it was fell, 
should be systematized. 

The concept, itself, is not new, 
however. Basically it's to distill 
quantitative and qualitative factors 
that will indicate the degree to 
which radio stations in any given 
market may help an advertiser 
achieve his particular goal. 

What is new is attributing nu- 
merical percentages or "weights" 
to these factors in an effort to sub- 
stantiate judgments. Weighting is 
done by the limebuyer, both for 
client goals (as he sees them) and 
each station's ability to meet those 
goals ( again, as he sees it) . 

The very procedure, however, 
compels the buyer to specify (not 
vaguely generalize) client goals and 
to evaluate each station proportion- 



ately. Thus, the familiar first — and, 
sometimes, last — step in most time 
purchases, judging by "the num- 
ber," is, of necessity, carried fur- 
ther. 

Not that the Croslcy Yardstick 
neglects numbers. It merely asks 
that the timebuycr ascribe to them 
their proper percentage of over-all 
considerations (for example) as 
worth 60 percent of everything to 
be considered) and then look at 
them accordingly. The remaining 
percentage (in this example, 40 
percent) can then be apportioned 
among whatever other factors are 
also important. This, of course, is 
the area of value judgment or. as 
WIW spokesmen prefer to say. "the 
climate" of the station. 

Timebuycrs using a Yardstick 
worksheet, prepared by WIW, will 
find these qualitative categories: 



News — in depth or "rip 'n read*"' 
copy straight from a wire serviced 

Weafher — as reported by a » 
lion's own meteorological staff 01 
as transcribed locally for whoevei 
phones the weather bureau? 

Dial and power — transmitting fm 
cilitics and. of course, their capa- 
bility to cover the metro market 01 
a broader, regional market. 

Farm programing — slick or slcuth- 
fnl reports? 

Movie — rock *n roll or a balaoecc 
menu? 

Personalities — the real salesman 
vs. the drone. 

Commercial policies — island spot- 
ting or piggy backing? 

Community stature — the prestige 



til ill credibility local listeners in- 
vest in the station. 

llfctnces wild — miscellaneous I o r 
otherwise unlisted factors. 

In going down the list (as far 
as he chouses, lias time lor or 
wants to) the timebuycr lirst must 
dl'piet client goals in whatever per- 
centages seem appropriate. I lien 
lie scores each local station in 
each category in light of client 
nerds. In the end. all percentages 
arc added up, gi\ ing a final total 
W each station. ( See chart. ) 

Later, these qualitative percent- 
age totals arc added to similar 
scores for the quantitative factors 
(metro home's, total homes, audi- 
ence type, etc.) to get an over-all 
evaluation — final, station-by -sta- 
tion percentages that combine both 
objective and subjective factors. 

It may turn out that the best 
buy-per-thousnnd doesn't at all 
reach the audience the client wants. 
Or. conversely, the most preMig- 
euiis station may not be effective il 
you want to reach, for example, 
teenagers. 

In light of that, it's significant 
that McCann-Hrickson's media re- 
search director Robert J. Co en 
says. "... I would not feci a buy- 
er was doing wrong to use qualita- 
tive judgments to make his final de- 
cisions (between buy ing the lovv- 
pl cost-per-thousand station or 
buying one a bit higher), provided 
"he qualitative factors indicated the 
higher cost-per-tliousand station 
ame closer to the client i;oal" 

One of the problems, of course, 
s that research is not always ad- 
qunte to give buyers specific qual- 
tivate knowledge of each station. 

"Everybody completely agrees 
vjth the philosophy." says H. Peter 
asker. Crosley's vice president in 
•barge of sales, "but some have 
ven hesitant about making formal 
valuations vv here adequate re- 
earch is not yet available. Yet. 
lost people agree that we can't 
»ait for statistics to catch up with 
> ell-grounded opinions." 

"We're quite satisfied with the 
•rwgress made." adds Sieve Crane, 
ice president and cencral manauer 
f W1W. 

The station has evolved the 
\trdstick through close coopera- 
pn from media directors in some 
5 leading agencies (notably 



BBIM). KM". Kuilnei. J\\ I 
thereby indicating the deeply felt 
aivuev need), plus e o m p u t e i 
groups, station reps ami research 
oigaiii/ations. Say s R All's Miles 
David "It's an extremely cie.itive 
solution to a basic problem " 

I he system has been presented 
extensively by Sam Schneider. 
\\ L\\ \ eastern div ision sales man- 
ager, who says. "Most agencies 
have been using much the same 
system to sonic extent, even if only 
informally . We've not changed the 
the method; we've ori;ani:ed it " 

I he acid-test of close inspect- 
ion and analysis by media direct- 
ors has largely been passed. Most 
of them take to the plan for two 
reasons : 

First, it encourages timebuvers 
actually to perform in the manner 
that, heretofore, has been quickly 
accepted as good theory but not 
always put into practice. 

Second, by requiring the buyer 
to put the values behind his de- 
cisions onto paper, the system pro- 
vides media directors with an ad- 
ditional management control. I hey 
can always check worksheets to 
sec just which factors were used 

Not that the Yardstick need be 
applied to every market in every 
buy . Schenider himself is quick to 
point out that one advantage of the 
system is its adaptability . Buyers 
can follow as many — or as few — 
of the Yardstick's measure as they 
have time for. "Any use of it will 
add that much more substantiation 
to their buy." And in a major cam- 
paign, the buyer may apply the 
Yardstick to only his top 1 0 — or 
a random 10 — markets in order 
to obtain a well defined idea of 
specific client needs and the kind 
of station that meets them. 

"It's worth the effort." say •> 
Frank Regalado. director of media 
services, McCann-Frickson. San 
Francisco. 

"It's difficult to put a finger on 
the piece of business in which the 
Yardstick vv as the final cincher to 
any of our sales." \VFYV\ l.asker 
summarizes, noting that most sales 
since its introduction would prob- 
ably have been reali/ed any how 
"But using it," he acids, "has satis- 
fied both timebuvers and ourselves 
that ours is the station they wanted, 
that we came closest to meeting 
their particular needs. ■ 



BUYERS LIKE 
YARDSTICK 
BECAUSE IT IS: 

1 . Client-oriented. 

2. Simple to use. 

3. Flexible enough to fit the 
requirements of any agency 
procedure. 

4. An indicator of needed re- 
search—such as inter- or intra- 
media studies. 

5. Adaptable, thus can be 
used wholly or only in part — 
i.e., to any degree the buyer 
feels will help his client. 



YARDSTICK 
ENCOURAGES 
TIMEBUYERS TO: 

1. Specify client goals. 

2. Translate his value judg- 
ments into numerical values 
and to commit them to writ- 
ing. (This gives his supervisor 
a concrete management 
check, and the buyer a record 
that he may also use on fu- 
ture buys.) 

3. See his evaluation of an 
individual station as a whole. 

4. Acknowledge the qualita- 
tive assets of a station 
through actual dollar-buys 
rather than mere praise. 

5. Change his sights from 
"the best" station to the sta- 
tion that does the best for 
the client. 
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Radio at the cash register 

The massive radio audience at hallowed point-of-purchase 
gets infrequent probe. by Hooper; measures potential "sell" 
to consumers stratified by instant "retail category" count 



■ Radio listening in business es- 
tablishments can mean bigger busi- 
ness to advertisers who learn to 
use the "last word" point-of-pur- 
chasc-moment to reach the con- 
sumer. 

All of advertising's dazzling 
choreography in the market arc mi 
must — as must the most brilliant 
lifc-on-thc-linc matador — face 
the "moment of truth." There's no 
bull in the cash register. The 
money's in there, or it isn't. 

The marketer's concern for what, 
when, where and why people buy 
is pouring in the neighborhood of 
$200,000,000 per year into re- 
search. But there is one area of 
research — measurement of how 
many can be influenced where they 
arc buying, when they arc buying 
— which is a "sometimes thing." 

Car audiences, an adman told 
Sponsor recently, although "im- 
possible to measure" were, of 
course, counted on in his radio 
buy. "We felt they had to be there," 
he said. A number of alert users of 
radio time feci the same way about 
listening at the cash register. 

Considering that retailers and 
consumers arc involved in radio 
listening at the cash register, the 
wholesale and retail purchasing 
power represented is enough to 
whet the appetite of any ad man- 
ager. 

In the near decade since the 
first Hooper survey of business es- 
tablishments, there has been a scant 
handful of follow-up in this area 
with potential wallop for the radio 
advertiser. 

Hooper made its first survey in 
New Haven in May 1955. And, 
according to Frank Stisscr. guiding 
hand of the Hooper organization, 
the purpose of the survey was "to 
supplement the findings of the in- 
liome coincidentals." As it devel- 
oped, these surveys opened up new 
avenues to account and media peo- 



ple. Radio listening in business es- 
tablishments, the report indicates, 
reflects a higher degree of listening 
in business establishments than "in- 
home." 

Since 1961, Hooper has con- 
ducted business establishment sur- 
veys in a range of markets from 
New York to New Orleans. The 
surveys include barber and beauty 
shops, florists, cleaners, drug 
stores, grocery stores, gas stations 
and liquor shops. Dentists' offices 
were also checked in Atlanta, Kan- 
sas City, New Orleans, Philadelphia 
and New York City surveys which 
span the three years. 

A survey of in-storc listening is, 
almost completely, "instant audi- 
ence stratification" since the cus- 
tomer is immediately classified as 
in need of beauty or barber care, 
gasoline and oil, beer, food, medical 
attention or clothes cleaning. 

The merchandising and promo- 
tion support which advertisers de- 
sire at the retail level is usually 
labeled as part of its "marketing 
strategy." Radio listening in busi- 
ness establishments can become 
part of that strategy upon close view 
of the statistics, meager as they are. 

In its most recent survey, the 
Hooper sample of 4,771 reflected 
the listening habits in the above 
listed business establishments in 
the New York area. 

Since the New York retail pic 
amounts to $16 billion annually, 
radio listening in business establish- 
ments can represent a considerable 
influence for almost any product. 
Food sales account for about 25 
percent of the total retail sales, 
drug sales about 3 percent, service 
stations including auto equipment, 
about 3.8 percent. 

Big dollars are definitely in- 
volved, but so are big audiences. 
The New York survey showed that 
SO percent of the business establish- 
ments have radios, and 48.4 per- 



cent of the radios were on durin 
the survey hours of 9 a.m. to 5 p.m. 
But — hold on to your bookkeeper 

— Hooper reported an average 4.® 
listeners per set! 

The survey reflected listening 4 
16 New York stations, AM and F" 
(an interesting footnote is that if 
leader (WHN) docs not have FMjJ 

At the time of the survey talctit 
at the southern extreme of the U, S, 
New Orleans contributed some $1. 
billion in retail sales to the economy 

— approximately 25 percent T 
food sales, 4 percent in drug and 
6 percent in service stations in- 
cluding automotive equipment. ~ 
thc New Orleans business cstablis. , 
mcnts, 58 percent had radios wilM 
an average of 5.7 listeners per set. 

In Atlanta, the nation's 24th eitf. 
64 percent had radios which wg; 
tuned in 40.8 percent of the rim 
with an average of 5.2 listeners 
per set. 

Kansas City, 18th largest U, # 
town, had five listeners per §f 
averaged in the 74 percent of i, 
business establishments where ra 
dios were tuned in 37.6 percent 
the time. 

In Philadelphia, 83 percent i 
the surveyed businesses had radio* 
In that fourth largest city, sets 1 
use were 45.4 percent with m 
average of 5.5 listeners per Set. 

While the Hooper surveys €>' 
business establishments were can- 
ducted in various sections of tlu 
country at various times of fjte 
year, there is no significant pattcrf 
or conclusion as to type of ptm 
graining which appeals most m 
listeners in business establishment: 
(See chart). 

Perhaps the most intefeitilit 
evidence presented points to tlK 
fact that any over-all or 
pattern is non-existent. 

Geographically, two cities wept 
northeastern, one southern,; cm 
midwestem and one "deep" south 
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I'wo were sin \c\ecl in the fall, one 
■ mid-w inter and two during the 
Mimnier. By the very nature of the 
businesses polled, the goods and 
sen ices rendered are, in the main, 
not subject to seasonal trends. With 
few, exceptions, sueh as beer and 
soft drinks during the warm months 
or gas ami oil dining the "good 
timing periods." the pattern of 
sales was for basie necessities. 

I he only conclusion likely is that 
business establishment surveys in- 
deed point to the possibility of more 
business for this out-of-home area 
if used right b\ today's agency 
buyer and marketing executive in 
spite of the fact that they are with- 
out a common yardstick for it. 

The vital fact, which seems as 
ob\ ions as Kipling's "ripe banana 
in a hothouse." is that markets must 
be equated in their own image. 
Kllinic, geographical, taste factors 
J — numbers of "good" or "popular" 
or "top 40" stations per market 
must be considered, but, within 
every market, there is at least one 
radio station ideally situated at the 
point-of-purchase, which can be a 
factor in the wise radio buy. ■ 




Agency and client awareness of the climate at the cash register is illustrated above with Herb 
Webster, left, WHN Radio's general sales manager, joining Joyce Peters, broadcast media super- 
visor, and Milton Guttenplan, senior vice president and account supervisor, of Mogul, Williams 
and Saylor, at the "hallowed" point-of-purchase. Scene is in a unit of New York's Daitch-Shopwell 
chain which has 103 shopping units responsible for more than $1 million in food and allied 
products annually. 



P The Hooper business establish- 
llnent surveys over the three-year 
vpan have not shown any common 
Moo m ina tor preference for "type 
>f program" by the audiences at the 
•ash register. The choice, after all, 
i likek that of the management. 

In New York, where the most 
eccnt of the surveys was taken. 
>VH N was in top position with a 
nusie format promoted as "New 
fork's 'Sound of beautiful music' 
tatjon." Under the Store r Broad- 
1 jailing Company banner — the 
roup bought the station in 1962 
ft SVMGM — the original call 
.'tiers' were brought back and the 
peration revamped with new per- 
onncl. new format and new pro- 
• lot ion. This was the only one of 
nf stations in the Hooper surveys 
hich hail had an ow nership change 
losely preceding the study. 
President and general manager 
f WHN. John C. Moler, regards 
ft 14.3 rating as a reflection that 



"the station's growth is spectacular 
for the New York market." and 
claims that it results from "the best 
team of radio people in New York 
City with a common goal to provide 
a quality of programing that ap- 
peals to the mass of adult listeners " 
WHN has become the flagship 
outlet for the Mutual Broadcasting 
System and the Mets baseball net- 
work (the latter an important rating 
by past two \ ears' performance. 



In Philadelphia the front-runner 
was WIBG. which, like WIIN. 
carries the Storer flag, but unlike 
WHN, programs popular hit iiiumc 

The station in control at the \'ew 
Orleans cash registers was \\ NOh. 
a "top pop" in u sic station 

In Atlanta, with middle-oi-the- 
road programing and a historically 
substantial following. \\ SB regis- 
tered first place, while in Kansas 
Cits "top pop" W HB was first. 
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OF BUSINESS 


ESTABLISHMENTS— 


'61 -'64 


Ma rket 


Date 


Sets 
in 

Use 


°o Wilh 
Radios 


Ranking of Top 


3 


N.Y. 


Feb. 64 


47.1 


79% 


WHN 


WPAT 


WNEW 


Philav 


Nov. 62 


45.4 


83°o 


WIBG 


WIP 


WCAU 
WPEN 


K.C. 


Nov. 62 


37.6 


74°o 


WHB 


KMBC 


KCKN 


N. Orleans 


July 61 


35.4 


58°o 


WHOM 
WNOE 


WTIX 


WSMB 


Atlanta 


June 61 


40.8 


64°o 


WSB 


WIIN 


WAKE 



V 
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Winners have shown wandering boy who took Oreo cookies along 



a demonstration of "the proper grip" for Kellogg 



Oreo air ad 'best' in AR 

Cookie commercial wins in national balloting for 
January 11-17 period, followed by Kellogg's, Hamm's 



H When asked, more than 55 percent of the tv audi- 
ence will speak up and cite their favorite tv commercial, 
according to the American Research Bureau's latest 
report on the top video "salesmen." 

Of the I 17 1 diaries used for this ARB study, 
655 contained answers to the question: *'Of all the 
tv commercials you saw this week, which one would 
your family vote for as best?" Interestingly, 516 of the 
diary-keepers preferred to make no specific choice. 

For the winter week of January 11-17, national 
audiences were most favorably impressed by the way 
Oreo cookies were sold. Running a close second for 
making solid impact and lasting impression were the 
commercials for a whole family of Kellogg products. 
They were followed by Hamm's beer, whieh easily 
took third position among the most-noticed and best- 
liked advertising jobs. 

The current analysis succeeds the last previous 
measure of commercials, whieh was issued by ARB 
for Sept. 1 1-17, 1963, (Sponsor, Nov. 1 1, 1963). 

Oreo cookies didn't appear on the previous list- 
ing, which placed Hamm's beer at the top with n 9 
percent. (Second place went to Sell I it/ with 5.1 percent 
of the response; third, to Gravy Train, 5 percent. Note, 
however, that the previous listing covered just 12 major 
markets, whereas the current poll is national in scope. ) 

Oreo's sudden emergence and simultaneous appear- 
ance in the No. I position underlines how radically 
and quickly the matter of commercial-popularity may 
change. Newcomers frequently come onto the list. And 
winners in one spot cheek may not receive mention at 
all in the next poll, since there's no sure way of know- 
ing that a second campaign will bring the same results 
as the first one did. Whatever the reasons for the 
changes, however, no one can dispute the fact that 
there's a great deal of ingenuity required from the ad- 



vertising agency to put a commercial "on top" in 
popularity race. 

In checking the top 20 listing, notice how Kellag$' 
commercials are cited as a group first, then dividii; 
among specific products. This results from the wm 
the poll is tabulated: Count was taken of the "itm 
number of mentions," using the 655 respondents as i 
base. Respondents varied in the way they cited commer 
cials, however. Some specified products by name (a 
the listing indicates). Others merely listed the parw 
company, however, without indicating which commer 
cial actually drew their favor. When, as with Kelliiffi 
one company advertises a series of products, this COT 
plicatcs the tabulation. Thus, the company's score i 
headed by an over-all family category, the nomgftltt 
ture used by 2 percent of the respondents, as rntfi 
catcd. Specific product-mentions follow in order; I 
popularity. 

A break-down by product groups shows, not $H 
prisingly, that food and drink advertising, among til 
most plentiful on the air, also seem to be making Ih 
most favorable impressions. Of the 20 products on m 
list, six arc foods and six are drinks. 

Most significantly, however, five of the six bevfiT 
nges are beers (the sixth, Coca-Cola), Since some 
them are marketed only on a regional basis, it's Hft 
usual for them to appear on a national roster at al 

Pet supplies rated with automobiles in terms €j 
favorably remembered commercials; two from earn 
category made the top 20 list. Ranks were closed wit 
single mentions of a soap, a bleach, a cigarette anU 
drug product. 

It should be noted that a commercial's failure t 
appear on the list isn't necessarily an indication tfu 
it isn't performing well or that the audience actual! 
dislikes it. Its absence may just as easily be attribute 
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the itrong, thirst-quenching qualities of Himm'i Beer 




and a new high tchool band for Purina pet food* 



survey of video audience 



to light scheduling or loss exposure. It's also obvious 
that a family, citing its favorite in September, may 
deliberately give its ballot to another product in the 
January vote, thereby eliminating (by non-mention) 
what otherwise could have been a strong contender for 
first place. 

Any roster of the top 20 commercials implies, but 
of course does not specify, other important factors. One. 
these commercials were named from the manv do/ens of 



advertisements ( not only on tv but also on other 
media) to which the average family was exposed during 
one week. Also, it is a spot check of popularity, not 
necessarily of buying-response or advertising dollars 
spent. Finally, the market-place is a higliK fluid one. 
with main new commercial formats — as well as spon- 
sors — joining it from week to week. It is for theve, 
as well as other, reasons that ARB likes to cheek the 
picture ever) three or four months. ■ 



0) 
2) 



6) 
2) 
2) 



Rank Product 

1. Oreo Cookies 

2. Kellogg's 

Corn Flokes (2 

Cereal (1 

Fruit Loops (0.7) 

Rice Crispies (0 

Sugor Smocks (0 

Frosted Flokes (0 

3. Homm's Beer (0.2) 

4. Purino 

Dog Chow (2.7) 

Cot Chow (0.8) 

Chow (0.3) 

Purino (0.3) 

5. Chevrolet 

6. Ivory Soop 

Soop (2.1 ) 

Snow (1.4) 

Flokes (0.2) 



ARB's TOP 20 COMMERCIALS 



Voting 

5.2 
5.1 



Rank 

7. 

9. 



12. 



4.7 
4.1 



4.0 
3.7 



1 4 « 
16. 
18. 



Product 

Gravy Train 

Schlitz Beer 

Volkswagen 

Jax Beer 
Contac 

Wei&'emonn's Beer 

Campbell's 

Soups (1 .0) 

Frozen Soups (0.6) 

Beans (0.2) 

Narragonsett Beer 

Coco-Colo 

Clorox 

Cheerios 

Solem 

Jolly Green Giant 
Cracker Jocks 



Voting 

3.1 

3.1 

2.0 

2.0 

2.0 

1.8 
1.8 



16 
1 6 
1 5 

1.5 
1 .4 
1 .4 
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TV MEDIA 



All athletic events today pack a multi-million- 
dollar advertising wallop — a far cry from 1939 
when baseball was just a 'rookie' on the medium 



Tv sponsored sport 



■ CBS-TV's record-breaking $1.8 
million-a-year pact to televise the 
next two National Football League 
title games is only the latest in a 
series of events, dating back to 
1939, that have seen first baseball 
and now football riding the erest 
in a sea of tv dollars. 

On May 17, 1939, a select group 
of several hundred viewers watched 
the nation's first televised sports 
event: Princetown's 2-1 10-inning 
triumph over Columbia University's 
nine, in the second game of a 
double-header at Columbia's Ba- 
ker Field. 

It was a far cry from the sports- 
casts that are among the "hot" 
properties of today, with the net- 
works laying out millions of dol- 
lars in a fiercely competitive bid 
for valuable tv rights that in turn 
mean vast tv audiences and lucra- 
tive sponsorships. 

Twenty-five years ago. before 
commercial tv sponsors, networks 
or even stations, there were fewer 
than 400 (five, nine and 12-ineh) 
tv sets (costing about $600 each) 
compared to the 51.3 million video 
homes of today. The 16-man NBC 
crew transmitted the pioneer game 
to NBC's experimental station 
W2XBS. which broadcast the event 
to group-, of viewers in Radio City, 
at ad agencies and to the few 
homes with receivers. 

Responsibility for the historic 
telecasi apparently rests with Rob- 
ert Harron, then director of sports 
publicity for Columbia (now assis- 
tant to the president), who inter- 
ested William Burke (Skeets) Miller 
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of NBC in doing the sports broad- 
east. 

Yesteryear's small screens plus 
the understandable lack of exper- 
ience on the part of the camera 
crew resulted in coverage defi- 
ciencies that have long been over- 
come by today's skilled crews using 
the latest equipment. But in 1939, 
the first televised sports event had 
these among many defects: the base- 
ball was barely visible; there were 
no closeups of action since only 
one camera was in use; little of the 
playing field was in view at any 
one time; players looked like "little 
white flies" running across the 
screen. Sportseaster Bill Stern also 
had problems, but he did the best 
he could, working without a 
monitor. 

NBC's equipment for the video 
"first" cost nearly $100,000, while 
the game's broadcast cost the net- 
work an estimated $3,000. 

Many who viewed that first tele- 
cast were skeptical about a future 
for television as a sports medium. 
But among the enthusiasts, late 
fight promoter Mike Jacobs saw the 
potential: "Someday." he said. "I'll 
sell television rights for a champ- 
ionship bout for as much as $1 mil- 
lion." 

The history of commercially 
sponsored televised sports is the 
history of tv's phenomenal growth. 
Back in 1946 and 1947, baseball 
became the first major sport to at- 
tract advertising revenue to tv. 

Fxtensive Sponsor research into 
the first tv sponsorship of a locally 
broadcast major league baseball 



game appears to be buried or los 
in the not-too-distant past of les 
than 20 years ago. The Basebal 
Commissioner's office reports tha 
in 1946 Du Mont's channel 5 it 
New York, WABD (now WNW 
TV), signed sponsors for Yankei 
broadcasts, when there were abou 
500 sets in the area. But the ex«C 
facts are obscured. 

However, by 1947, when the na 
tionwide total of video reeefcif 
rose to approximately 16,500 (KM 
sen coverage figures started tm 
years later, listing 660 !i 000 n 
homes), several pioneer stations he 
gan sponsored pro baseball te» 
easts (Sponsor, March, April, Au~ 
ust and September, 1947). KSQ-T" 
St. Louis aired the Cardinals* an 
Browns' games, sponsored by Fffl 
Motor Co.. through JWT and Pvr 
ity Bakeries "(Y&R); Detroit' 
WW J -TV broadcast Tiger bifgbalj 
with Goebel Brewing Co. (Brooke 
Smith, French & Dorrancc) as *1 
vertiser: in New York, WCBI-TN 
aired the Brooklyn Dodgers' umqw 
brand of balk with Ford (IWDasj 
General Foods (Y&R, fik&E «| 
FC&B) picking up the fab. WpT> 
(now WRCV) Philadelphia, WMBl 
(now WNBC-TV) and WABD h 
New York also telecast adveTtkgr 
supported games that suntnier. 

Televised baseball sponsurshii 
came into its own, however* later Jr 
1947 with the "network" e»isfiM 
of the exciting Yankee-Dod|ei 
World Series, the first such b«rf* 
cast of the September elass% i 
hookup for the event linked NBC 
owned stations in Nfw* Yerl 




Watching the historic t y coveny* of ihe 
Columbia* Princeton baseball gam© on Mjy 17 
1939, weio (I f) Asa Bushnell. new secretary 
of the NCAA I* ec mmiliee. low lillU. re- 
tired Columbia football coach, and Rtbert 
Harron, assistant to the University's ptesidcnt 
The idea of televiting a collage baseball game 
first occurred lo Harron. who was the direc- 
tor of Columbia*! sports publicity 



grows and grows 



(WNBT). Washington (W'NHW, 
now WRC), unci Philadelphia 
(WTI/J. 

Sponsored by Gillette Razor Co. 
(through Maxon) and Ford (JWT). 
(that first fledging Series telecast has 
>gfo\vn into a $3.5 million yearly co- 
sponsorship by Gillette and Chrys- 
ler, w hose five-year contract for 
the event with NIK." runs until 
1966. 

Last year's fourth game audi- 
ence of 27.75 million — the kindest 



ever reached by a single sponsored 
web tv program — saw the Los An- 
geles Dodgers defeat the ^ ankee\ 
for ;i four-game sweep. In 1947 
video's pioneer Series \ iewcrs 
watched the same teams (the Dod- 
gers were then kings in Brookl>n) 
battle, with the Yankees victorious 
in the seventh and decisive game. 

Lodiiy, Gillette and lord are the 
two top sponsors of tv sporting 
events, with 1963 outlays in this 
cateuorv at SI 1.4 million and S5.9 




. single camera followed each play in the second game of a Columbia-Princeton bateball 
oubleheader on May 17, 1939 Fewer than 400 tv sets were in use at the time. 



million, respectively, according to 
IvB estimates. Both firms are also 
among last \ear's leading tv ad- 
vertisers, with Gillette fifth-ranked 
uith an expenditure in excess of 
"s I 7.6 niillion. 

Major league regular-season 
games are now aired on C HS- 1 \ \ 
(ionic of the K «rA (nms in its tenth 
> ear ) and Major League ItawhulL 
read\ ing for an eighth season on 
NBC- 1 V. in addition to uide cover- 
age given to league games on a Itv.'il 
basis around the countrv. 

Looming on the baseball hori- 
/on. however, is Subscription 'I de- 
cision. Inc.. the Santa Monica- 
based closed-circuit firm that has 
eontraeted with both the Los 
Angeles Dodgers and the San I raii- 
cisco Giants for broadcasts on a 
pa>-tv basis. It appears that toll 
telev ision has become a political 
issue in California, where two 
groups I California C rusade for I ree 
lv. Inc.. and the ( ui/ens Commit- 
tee for I 'ree I v j have obtained over 
one million signatures on petitions 
for a ballot pro|>osition to repeal leg- 
islation passed last \ ea r to pave the 
vvav lor pa\-t\ in the stale. \ oters 
will go to the polls on Nov V Ml 
is set to bee in operations in I os 
Angeles on Juk I . but failure to 
sign up sufficient subsei ibers could 
mean eancellation of the contrast-- 

\ilditionallv . \B( 1 \ \ puM 
dent I homas \\ Moore has mic 
gested that the baseball n 
should be trimmed In about I < 
games, leaving a W'-ujiik' sc!k J 
His plan ako calls (or klcv moii 
coverage blackout in th. xv arc. s 
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Tv sports . . . 

where the games would be played. 
This would result in various econ- 
omies and would set the game on a 
"much sounder basis," says Moore, 
who alluded to the help that tv has 
given to the pro football game 
which has not suffered from base- 
ball's "over-exposure." ABC last 
televised major league games for 
20 weeks during the 1960 season. 
Today, the web's Wide World of 
Sports, aired on Saturdays, carry- 
ing all types of sports activities, 
has proven immensely popular. A 



host of sponsors include Gillette, 
I'. Lorillard, Dodge, and Liberty 
Mutual. 

Whatever future may be in store 
for the gamr, "America's favorite 
pastime" is still a Commanding 
$40 million tv business, and over 
900 major league games are sched- 
uled for broadcast and sponsorship 
during the 1964 season. 

Although bowling, golf, and horse 
racing are among the sports tele- 
casts drawing millions of viewers, 
today's video audience is especially 
agog over the rough-and-tumble 
pigskinned world of football. 

Again, back in 1939, on Sept. 
30, NBC broadcast television's first 
football game, F o r d h a m vs. 
Wayncsburg College at Randall's 
Island Stadium in New York. One 
month later, the Dodgers-Eagles 
game from Ebbets Field in Brook- 
lyn was aired by NBC, the first pro 
football game ever telecast. 

It wasn't until 1953, however, 



that the initial network tv broa#B 
casts of pro, football games w&jf ■ 
begun by the Du Mont web. Helped I 
immensely by video, the game has! 
spiraled audience interest to litem- 
point where a scramble to nab telf-l 
cast rights has resulted in the eaill- 1 
er-mentioned record of $1,8 milllosl 
paid by CBS-TV for NFL titfe I 
game rights. This news comes on I 
the heels of the following events of I 
the past few months: 

1. NBC-TV's purchase of thlj 
rights to broadcast the flcdglir^B 
American Football League's regit- 1' 
larly scheduled season games foi 1 
$36 million for five years, starting^ 
with the 1965 season. The games- 
have been aired on ABC-TV, which 
ends its coverage with the upconiiftf 
season. 

2. CBS-TV's $28.2 million ppei 
for two-year rights to NFL regulai 
season games, a cost some $9.3 mil- 
lion over the amount CBS paid tc 




A stock certificate in the musical, "Cool Off!," is examined during 
the WIP theatre party by, (from left) H. D. Neuwirth, vice president 
and director, Metro Radio Sales, Dick Ullman and Marion Jones, Lennen 
& Newell, Inc.; Harvey L. Glascock, vice president and general man- 
ager, WIP; and Robert Mounty, general sales manager, WIP. 




Enjoying the Philadelphia station's theatre party are. (from le|ft $tt 
liarn Hoey, timebuyer, J. Walter Thompson; Marilyn Maykfre; fiube 
V Coppinger, sales manager, Metro Radio Sales; Carrie Sen4tpre, (|(it» 
buyer, Thompson; George P. Ponte, account executive, MettO 
Sales; Jeanne Tregre, timebuyer, Thompson; and Mounty. 



Timebuyers 



Philadelphia 



WIP Philadelphia learned the hard way it couldn' 
predict a musical hit, but the station's Outing fot 
timebuyers will long be remembered by visitifJ£| 
agency executives 

I 

Philadelphia is only about 100 miles from New York 
City, as the crow Hies, and only a couple of hours m 
the Pemvsy runs. But it might as well be Hong KflBfJ 
as far as many a Madison Avenue timebuyer is OTV"/ 
ccmed. 

1 his has caused more than one Philadelphiuii to mM 
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cover the league's P)62 and PI63 
regular games. Commercial time 
will eost sponsors bord and Philip 
Morris some $70,000 per eominer- 
cial minute (Sponsor Jan. 27, 
PJ64}. 

3. NIK'- 1 V\ buy ol' rights to 
v ideoeast 14 NCAA football games 
for two years, for over $13 mil- 
lion. Sponsors for the college tilt 
are Gillette. General Cigar. I c\aco 
and Chrysler. 

John Vrba's recently formed 
f ourth Network, Inc.. will be add- 
ing to pro football coverage with 
telecasts of the game as it is played 
north of the border in Canada. 

1. est college football be thought 
of as over-shadowed In its profes- 
sional big brother, it should be 
I noted that the second highest audi- 
ence ever reached (after the fourth 
game of the 1^63 World Series) 
wns last sear's Rose I km I classic 



on NIK", which reached 24 75 
million homes for sponsors Gillette 
and Chrysler. 

As a result of this sports glitter, 
advertisers and agencies alike can 
expect to hear much more from the 
station representatives on the sub- 
ject of the potentials of spot tv 
sports packages. I id ward IV try & 
Co. has prepared Spot 7 v Inside 
1'rin k in the Spurt \ liuoni, which 
details the new dimensions of the 
video sports spectrum and demon- 
strates how advertisers can capital- 
ize upon the enhanced audience 
values through a selective approach 
to the medium. Says Petry executive 
v.p. Martin L. Nierma n: "We feel 
that tv 's coverage of sports offers 
stations a new and relatively under- 
developed area for national spot 
sales, and we're excited about the 
prospects for growth in this in- 
creasingly important field." 

Other points covered in the study: 
I . The growing importa nee of the 



teminuie sports viewer \ Nielsen 
stud) shows th.it women ontiuim 
ber men in the baseball audience 

2. I he uieieasin • popularity ol 
network sports antholoncs 

3. \ list of the national tv sports 
line-up through Jan I . I W>5. that 
includes all the events present!} 
scheduled In the networks and in- 
dependent Sports Net wot k and 
Fourth Network program puxluc- 
tion companies. 

Pctry's follow-up point is that, 
though less publicized, local sta- 
tions arc also expanding their ef- 
forts in the sports arena. And 
many have found "that regional and 
local sports events with strong local 
associations arc prestige builders 
which frequently command larger 
audiences than major national 
sports features." I he presentation 
illustrates the scope of local sports 
programing with upcoming sports 
features scheduled by Petry sta- 
tions. ■ 




Checking the "Cool Off!" stock certificate are (from left) Herbert O. 
Weils, account executive, Metro Radio Sales; Mai Ochs, associate 
media director. Batten, Barton, Durstino & Osborn; Ken Duffes, 
account executive, Bermingham, Cattleman & Pierce; Jack Faber, 
merchandising director, WIP. 




Timebuyers from J. M. Mathes attending the WIP party at the Cherry 
Hill Inn near Philadelphia include (from left) Ogla Hoffman, Pat Hartnttt 
and Edna Cathcart, pictured with Harry J Durando. (left) account 
executive, Metro Radio Sales, and Robert Mounty, WIP general tales 
manager. 



his teeth and make civic noises, but few did more 
gritting recently than Harvey L. Glascock. \ ice presi- 
dent and general manager of Philadelphia's WIP. the 
Quaker City's Metropolitan Broadcasting outlet. 

Glascock was determined to give timebuvers a 
first-hand look at his booming. 24-county market. 
This spring, he did it. He hired a fleet of buses and 
whisked them down the turnpike from New York, 
having rounded up about 150 agency buvers. 

Glascock had an extra inducement, too. A new 
musical comedv, "Cool Off!" was opening, starring 



St an lev Hollow a\ and Hermione Baddeley, two talent- 
ed British imports. He arranged for each of the time- 
bus ers to receive a share of the show, thus to become 
"angels." He also arranged for them to see a perform- 
ance of the show . following a \\ IP dinner part) 

Ipshot: the time buvers had a fine time I Ik v 
listened attentive!) to a mild pitch lor \\ IP I hev went 
to the show. The show closed after a one-week run 
W I P made plans to send each buyer a bottle ol wine to 
go with their "turkey " I ime sales at the station how 
ever, are in good shape ■ 
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COMMERCIAL CKITIQUE 



The 3d- producer— 
a new breed 




LARRY PARKER 

joined Kenyon & Eckhardt in 1955 as 
a tv art director. He changed hats in 
1957 to a tv producer and started 
campaigning for the combination of 
these two Jobs shortly thereafter. In 
1962, the system of art director pro- 
ducer was established at Kenyon & Eck- 
hardt and has been funttioning; ever' 
since. Today he is the vies president 
in charge of commercial production at 
Kenyon, & Eckhardt. 

Before Joining Kenyon & Eckhardt he 
was with Cunningham &, Walsh in 
1951. He switched in 1954 to McCann- 
Erickson as ia tv art" director- 

Parker was graduafeid from Syracuse 
University in fine arts, cum laudum, in 
1951. After graduation he attended 
night school at CCNY taking courses 
in film direction and film editing. 

He has worked outside on two 
theatrical features and on industrials, 
doing both creative concepts and fin- 
ished art renderings, and is currently a 
member of- the Art Director's. Club of 
New York and the Film Producers* 
<Usn. of New York. 



■ As the floors of the Pan Am 
building rise into their late teens, 
look! An advertising agency unlike 
any you've ever experienced. What's 
different about it is that this one 
services some $4.5 million in tv 
billings, yet it employs no producers 
and no tv art directors. None at all. 

The work has to be done, of 
course, and is done very well by a 
new and highly talented breed 
called the tv art director-producer. 
K&E houses and feeds the largest 
concentration of these critters in 
New York. You're welcome to 
come sec them ply their unusual 
trade. 

In the typical agency a typical 
tv commercial evolves through the 
efforts of a three-man team — 
writer, art-director, producer. And 
typically, the writer is most in- 
volved in the early stages, the art 
director in the middle stages, and 
towards the end it's almost entirely 
the producer's baby. 

This three-man system 
holds sway in the vast majority of 
agencies, not for any inherent ad- 
vantage but because there's no other 
way. You need three people be- 
cause you need three different skills. 
Ideally, one fellow talented in all 
three areas would do a faster, bet- 
ter-integrated, goof-freer job. If 
only for these technical reasons, his 
product would outshine that of 
three equally talented individuals. 

Well, at the agency under dis- 
cussion, we haven't got the whole 
problem licked. But we're down to 
two individuals — writer and art 
director-producer — and we 
couldn't be delighteder with the re- 
sults. 

As you'll discover during your 



visit, the art director-producer docs 
everything but author the words. 

First, he creates 

the visual. Right away you're ahead 
of the game because this fellow 
visualizes — with the final product 
in mind — the product he is going 
to produce. A tv art director can- 
not do that for you. He can't 
do it because he won't produce the 
final product. 

Second, he suggests alterations 

in the copy to fit the commercial as 
it will appear. Even the copywriter 
can't do that for you. Because he 
won't produce it, he hasn't the look 
of the commercial in his mind, nor 
the sound of the track in his ears, 
After approval, the ad-producer 
has a voice in the selection of pro- 
duction house. He knows, probably 
better than anyone else, who can 
do the idea the most good and at 
the least cost in time and money. 

Finally, he produces 

the film or tape or whatever. It's 
right here that we reap the plump- 
est quality benefit of this new sys- 
tem. The very man who created the 
commercial concept creates the 
commercial itself. It seems absurd 
that it should ever be otherwise. 
Yet 90 percent of our commercials 
arc thought up and produced by 
two different people. 

From an administrative point of 
view, the ad-producer is enormous- 
ly more efficient than his counter- 
parts. When the production sched- 
ule slacks off, our man is busy 
visualizing. At peak production, 
he merely changes hats. And of 
course, at all times, the respon- 
sibility is one man's not two. 



From a morale standpoint, 

well — on your visit, listen to these 
critters purr! Not just at feeding 
time; these guys genuinely enjoy 
producing their own work, rather 
than someone else's storyboai'd- 

It's my contention that in Otu 
business, specialization has long 
since outdistanced itself. We have 
colds-remedy people who could 
probably do an equally fine snow- 
job for Goodyear . . . hardgoods 
men who pine for something as 
soft as Northern. And we have tv 
art directors who'd like nothing 
better than to get into production. 
If we- do our part, they'll do both 
of theirs, ■ 
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THE CHANGING SCENE 



fcfpmm Sponsors 
-ive Baseball Clubs 

Then. Ilamm Brewing recently 
igned for sponsorship of a fifth 
ml club, the Kansas City Athlct- 
m possibly making the company 
he largest sponsor of major league 
aseball in the brew ing industry. 
Along with the Athletics' spon- 
arsliip for 1964 and '65 seasons, 
ftttim also sponsors the Minne- 
tu Twins. Chicago White Sox, 
hieago Cubs and San Francisco 
iaiits. 

Hamm uses radio and /or tele- 
ision on all games. 

1 he Kansas City agreement calls 
vr 162 games broadcast on KC- 
10 and multi-state radio network 
well as 40 games on KCMO-TV. 
Fifty games of the Minnesota 
wins will be televised by Hamm 
rawing on WCTN-TV, while an- 
ther 14 stations will carry the 
ieeasts of as many as 43 games. 
All of the Twin's games will be 
roadeast on WCCQ Radio and 
»ost will be heard on a network of 
) stations in Minnesota, Iowa, 
ebraska. Wisconsin, Montana, 
orth and South Dakota. 
For the thirteenth consecutive 
•ar, the company is presenting the 
m Chicago White Sox and the 
hieago Cubs games on WON- TV. 
sly-four Sox games and 86 Cubs 
a m e s will be covered. All the 
mie games will be aired in color. 

the first time. Hamm is 
) o n s o r i n g the San Francisco 
Snts. All games will be carried 
KSFO San Francisco, plus a 
I network of I 7 other stations, 
addition, all nine road games 
th the Dodgers will be tele\ ised 
KTVU-TV in the Bay area, San 
sffiheo. 

LL Reveals Profits 
Annual Meeting 

The first quarter of 1964, ending 
b. 29, showed an increase in net 
panic after taxes for Papert. 
Lois to $119,635 from 
for the same period in 
Gross billings in the first 



quarter of 1964 increased to $6.- 
022.949 from $$3,988,600 over the 
first quarter of I 963. 

learnings per share for the first 
quarter of 1964 were 23. 3e versus 
9.96c for the same period of 1 963. 

Net profit as a percent of gross 
billings increased for the first quar- 
ter from 1 .28 to 1 .99 percent over 
1 963. Gross billings were up over 
50 percent for the first quarter of 
1 964 versus the same period of 
1963. 

Nation's Businessmen 
Hit Govt. Competition 

Registering strong disapproval of 
an economic system that operates 
in part as free enterprise, and in 
part as state-owned operations, the 



nation's independent business pro- 
prietors in nationwide poll \olcd 
In majority of 79 percuit to sup- 
port U.K. 4926, h> Rep Bruce 
Alger (K.,-lcv). 

Bill would cnipowci President 
to close dow n government opera- 
tions competing with private busi- 
ness, also require any, government 
agencs wishing to expand its bust 
ness-tv pe operations to secure spe- 
cific permission from President. 

Poll's result, an nou need In C. 
Wilson Harder, president of Na- 
tional Federation of Independent 
Business, is based on individually 
voted ballots b\ NFIB national 
membership of more than 190,000 
independent business proprietors. 

Said Harder: "1 he independent 
businessmen see little sense of eth- 
ics in permitting government to 
engage in business activities, cither 
of a production, distribution, or 
service capacity, when private en- 
terprise is engaged in same activ- 
ity." 



WLIB 'OSCARS' POITIER AHEAD OF TIME 





An Oscar to Harry Novik (or clairvoyance might be in order. Hit station chose 
Sidney Poitier as the year's best actor two months before the Oscar awards 
made it official. Poitier was so named at WllB's 1 1 th annual Festival of Per- 
forming Arts, held at Carnegie Hall. Shown (l-r) are Ome Davis, author tf 
"Purlie Victorious," who made the award, Novik, general manager of Wl IB 
and Poitier. In accepting, Poitier made what is probably the most poignant 
two-sentence speech on record. "I promise I shall try to live up to the standards 
that this plaque has placed Upon my work and life. I hope that there will be 
nothing in my behavior socially or artistically that would damage the image of 
this moment " 
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He notes that at present time 
government, according to Hoover 
Report, is engaged in such fields 
js manufacturing, insurance, trans- 
portation, warehousing, utilities, 
printing, housing, and engineering 
services. 

Timex a 'Kid' Sponsor 

Timex Watehes, via Warwick & 
Lcglcr, has purchased eo-sponsor- 
ship of the new half-hour NBC-TV 
series, Kentucky Kid, whieh stars 
Dennis Weaver. The show will be 
aired Saturdays (8:30 p.m. NYT) 
beginning Sept. 19. 

All Purex Night Money 

Purex has now eommited all its 
network tv expenditures on ABC. 
Latest move was the signing to 
sponsor an extensive schedule of 
news, public affairs and entertain- 
ment programing this summer 




YOU SHOULD HEAR 

Don Hammond. General Miiiinger of 
WHIT, New Hern, North Carolina, 

sms: "Would be happy 10 recommend 
it to anyone. 7 lie first day ii was here 
it helped to close a $520.00 side to onr 
local Ford dealer, which until now. we 
were imahle to net on ihc air . . . Attain, 
i on^ratidations on producing the very 
best commercial library in the business." 

Hear "MONEY MAKER" 

Call Dallas Collect 214 748-8004 

COMMERCIAL RECORDING CORP. 



through the 1964-65 season. The 
deal, representing some $4 million, 
is a switch in Purex nighttime mon- 
ey from NBC and was placed by 
Edward H. Weiss & Co., Chieago. 

ABC, meanwhile, raeked up an- 
other $6.4 million in new business 
for seeond and third quarters from 
eight advertisers purchasing partici- 
pation campaigns in the nighttime 
sehcdule. They are: Chevrolet 
(Campbell-Ewald) ; G-E (Young & 
Rubieam); General Foods (Benton 
& Bowles); Frigidaire (Dancer-Fitz- 
gerald-Sample); Mennen (Grey); 
Pepsi-Cola (BBDO); Pharmaeraft 
(Papcrt, Koenig, Lois); WTS Phar- 
maceuticals (Charles W. Hoyt Co.). 



Patio Diet Cola Hosts 
Listeners' Cook-outs 

Radio promotion baeking the in- 
troduction of Patio Diet Cola into 
the Phoenix market featured a patio 
party eontest which drew 3,000 
entries. 

KRUX arranged with a eaterer 
to provide eight eomplcte 28-ounee 
steak dinners to four weekly win- 
ners. Station DJs hosted the events 
on the patios of the winning fam- 
ily's home. 

The winners, who wrote in 100 
words why they wanted to have a 
patio party, could invite any three 
eouples they wished to attend the 
party. Robert J. Zimmerman, na- 
tional sales manager of Patio Diet 
Cola, a Pepsi-Cola produet, termed 
the promotion a "huge suceess." 

Cap Cities, Metromedia 
Each has Revenue Rise 

Local business by its 1 1 stations 
was largely credited by Capital Cit- 
ies Broadeasting with boosting net 
profit for the first quarter 42 per- 
cent over what it was the first 
three months of 1963, or $603,363 
vs. $424,063 last year. 

On a per share basis it came to 
44 cents vs. 3 1 eents. Net broad- 
easting income first quarter was 
$4,416,265 vs. 1963's $3,982,987. 

Metromedia's first quarter reve- 
nue was also up considerably, but 
depreciation and interest charges 
were more than double those of 
1963 because of acquisitions in the 
latter half of last year, dragging 
profits down. 



Gross revenue amounted to $21,- 
648,383, compared to $13,527,47Q 
for the same period a year ago. Net 
income, however, was $513,512. or 
27 eents per common share, com- 
pared with $703,283 or 40 cents 
per share. Cash flow was about 51 
pereent greater this year, or $1 4 
157,311 vs. $1,448,28«. 

Hardware-Maker Enters 
Web Tv via ABC Buy 

The spring television debut of 
True Temper Corp., Cleveland- 
based maker of lawn and gardew 
tools and sporting goods, marks the 
first major entry into network tv 
by an advertiser in that industr 

In a major departure from 
vious print-media schedules, Tr 
Temper, through Fuller & Smtfji 




ar 



& Ross, will give seasonal em- 
phasis to its lines of rakes, sheaJSf 
fishing taekle, hammers and, Jsijj 
sprinklers. 

Characteristic elangs of the True* 
Temper hammer on a stainless steel 
repliea of the firm's logotype will 
open eaeh 60-seeond message, flit 
in ABC-TV programs. The 
ABC-TV buys include Arrest 
Trial, Wagon Train, Combat, 
try, and Wide World of Sports, In 
a schedule which will run through 
June 7. 

Executive viec president of the 
eompany, Ray T. Gutz, head 0; 
the marketing department, calls the 
network tv entry the first §igr 
cant use of the medium in support 
of the hardware dealer. "All of our 
products are action tools. Tele«l-j 
sion will let us really demonstr^ti 
the produet difference direet to thl 
consumer," he says. 

Free tv tie-in trim kits based on 
eaeh of the five different eomnilil 
cials used in the program hSM 
been given wide distribution n 
hardware d e a l e rs, the eonipitf 
notes. 
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CONVENIENCE-FOOD LINE INCREASED 




Morion House Kitchens, Nebraska City, Neb., has added four products lo lis 
"dinner-ready" line: potatoes au gratin and ham, corned beef hash, beef stew, 
and meatballs and gravy. Through Boiell & Jacobs, Omaha, it plans "the 
same successful advertising, merchandising promotion pattern for these new 
products that were employed for Morton House Oven-Baked Beans." The beans 
now are on ABC and CBS radio networks. Other Morion House products intro- 
duced recently are date roll, barbecue sauce and beef, chili beans in western 
style sauce, western style beans, chili con carne without beans and "Sloppy Joes." 



Agency Shifts 

Firllcr & Snihh 1 Ross is re- 
.Jgning the Pakistan International 
Airlines account, effective June 
}ti, due to a potential conflict with 
the: agency's recently acquired Air 
France account . . . Warren K. 
Kramer Associates, New York, 
jhis been appointed to handle Pak- 
istan International Airlines trade 
advertising. PIA's prestige adver- 
tising will be handled by llnhsnn 
fetes, London, principal agency 
for the airline . . . 

Reach. McClinton, Boston, to 
handle advertising for The United 
Fruit *§ Food, a free/e-dry food 
ingredients operation serving the 
•food processing industry . . . Camp- 
heH-\Iiihiin. Chicago, has resigned 
.foe National LP-Gas Assn. ac- 
count because "the association has 
x-conie almost completely inactive 
n advertising" . . . Knrle Palmer 
fewn It Associates, Washington, 
for., to handle advertising, public 
"elations. advertising for Thompson 
Honor Dairy . a Washington dairy 
INtributing products in D.C.. 
Maryland. Virginia . . . 
, Philip Klein Advertising. Phila- 
klphia. appointed by Broad Street 
Trust Co.. a full-service bank with 
rl offices in Philadelphia . . . Gor- 
ton, Weiss & Arluisto to handle 
Ire Oppenheinier Fund, a mutual 
nvestment fund . . . Harold Wat- 
er Clark. Inc., to handle advertis- 
i for Bob Stovall Ford. Denser 
sdd ear dealers . . . 
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(key Advertising assigned by P. 
Lorillard to handle Omega, a new 
filter-tipped little cigar. Distribu- 
tion u ill be launched in major mar- 
kets, with advertising beginning this 
month. Grey also handles advertis- 
ing for Old Gold Spin Filters and 
Spring cigarettes . . . Parsons, 
Friedmann & Central to handle 
advertising for G.D. Matthews & 
Sons Fro/en Rice Pilaf. Fro/en 
Chicken Pies and Potato Salad in 
New England. New York. Mon- 
treal . . . Boccard il Xordeen to 
serve as ad agency for Rocky 
Mountain Fmpire Sports, parent 
company of the Denver Broncos 
and Denver Bears . . . 

Burton Browne Advertising, 
Chicago, to handle Televiso Elec- 
tronics, Wheeling, 111., a division 
of Doughboy Industries, manufac- 
turer of vibrometers and other elec- 
tronic devices for industrial test- 
ing applications . . . Frojen Adver- 
tising, Los Angeles, to represent 
the Palm Springs Aerial Tramway 
for advertising during 1964-65 . . . 

Ted Cotthelf Associates takes on 
two new clients: Canann Products, 
a subsidiary of Colgate-Palmolive, 
for a new product introduction, 
and The Capital Cities Products. 
Columbus. O.. subsidiary of Stoke- 
rs -Van Camp, for hard butters and 
Sterotex . . . 

J. M. .Mat lies. Inc., to handle 
advertising for Bre> itt American 
Corp.. manufacturers of English 
walking shoes, taking on its line 



of high fashion women's shoes, in 
eluding golf, vvalkinu, sports and 
boots . . . \rthur Pin*' Associates 
to handle public relations for ( o 
I ceo Industries, manufacturers of 
staple recreational toy products 

I-.ntin Wascy, Kn I lira tilt A Ryan 
to handle international advertising 
ol American A\ itron. Rye, \* Y , 
manufacturer and distributor of 
Aerospace products . . . Ilclil/er, 
Waring X Wayne appointed for 
M. Polaner & Son, independent 
producer of preserves in the Last 
. . . Daniel I'. Sullivan Co., Boston, 
to handle account of I lamnumds- 
port Wine for two new products: 
Golden Age Wine Barbecue Sauce 
and Golden Age Wine Dessert 
Sauces, which marks the wine com- 
pany's entry into the food field 

Intergard, the international divi- 
sion of Gardner, has been appointed 
to handle Ralston Purina's Latin 
American advertising, effective Oct 
1 . . . Grey Advertising appointed 
by Hamilton Watch Co.. effective 
July I . Since 1956. Grey has been 
the advertising agency for Wallace 
Silversmiths, now a division of 
Hamilton Watch Co. 



The combination that really pulls 
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Overseas Radio Outlets 
Buying Audio Services 

An upswing of 28 percent in 
sales, as compared with the like 
period of 1963. has been scored by 
Richard H. Ullman Associates, sales 
arm for the Morton J. Wagner com- 
panies which produce audio serv- 
ices — station-break packages, sig- 
natures, sponsor jingles, programs 
etc., reports president Morton J. 
Wagner. 

Renewals from Australia and the 
Philippines "helped increase the 
over-all total," according to Wag- 
ner. Radio outlets in Nova Scotia, 
Okinawa, British Columbia, Singa- 
pore and Barbados were also in- 
cluded in the stations signing con- 
tracts with the Ullman organization 
this spring. 

On another corporate front, Wag- 
ner announced that the petition he 
is sponsoring, urging President Lyn- 
don Johnson to substitute the word 
"news" instead of "press" in his 
conferences with reporters and 
broadcast newsmen, has "drawn 
support from all segments of the 
industry," and that 'hundreds of 
signatures" were obtained on the 
petition at the recent NAB Con- 
vention. 

Helen Krupka Is '64 
'Chicago Ad Woman' 

| The 1964 Chicago Advertising 

Woman of the Year, selected by 
the Women's Advertising Club, is 
Helen A. Krupka, creative ser- 
vices director for Cal Dunn Studios, 
who has created over 300 tv com- 
mercials and has credits on more 
than 190 motion pictures and slide 
films. 

In her position with the film stu- 
dio, Miss Krupka is responsible for 
the planning, writing, promoting 
and producing of audio-visual films 
on "special influence" causes. She 
entered the audio-visual advertising 
business by writing children's voca- 
tional guidance film scripts for Bur- 
ton Holmes Films, while attending 
classes at Northwestern University. 

Her selection makes her eligible 
for the annual National Women's 
Award given by the Advertising 
Federation of America, to be pre- 




Spot tv has worked so well for Allen Products, Allentown, Pa., that national advertising r 
now a must, according to Weightman agency. The packer of Alpo, "100% meat dog food 
takes its first plunge into network tv with June-through-August' participations in NBC-TVs "T;od;!^f 
and "Tonight" shows. Here, at a sales meeting in New York, Robert Hunsrclser (J), pres. s 
Allen, and Hugh Downs, host of "Today," explain the new tv tactics of seemingly confused 
but enthusiastic fan of Alpo, "Morgan." 



scnted this year at AFA's June con- 
vention. 

Wometeo Income up 35% 

A 35 percent increase in net 
income and a 33 percent increase 
in per share earnings for the first 
quarter were reported by Wometeo 
Enterprises. 

Earnings amounted to $710,904 
as compared to $524,647 for the 
same '63 period, with per share 
earnings 40 cents vs. 30 cents last 
year. Gross income was up 32 per- 
cent to $6,658,365 vs. $5,035,824 
last year. 

No-Sift Flour Premium 
Mixes R/Tv in Prdmo 

International Milling is using 
radio spots in 48 major markets 
and tv spots in 40 markets in a pre- 
mium promotion for the firm's Rob- 
in Hood pre-sifted flour product. 

Premium is 64-page Let's Bake, 
containing 1 66 "no-sift" recipes, of- 
fered free to homcmakers. Booklet 
is packed in 25 and 50-pound bags 
of Robin Hood flour, or may be 
obtained through a special certifi- 



cate included in smaller-sized flou 
units. Print and grocery store ad 
supermarket store displays are %M 
being used. 

Wade Advertising, Chicago, i 
the agency. 

RAB Spots Sell Radio 
As 'Packaged product' 

"Radio moves people, project* 
products" is the overriding: them 
of a new scries of radio oomirrei 
cials designed to sell the nredtur 
"exactly as though it were a pacV 
aged product," released by Raidi 
Advertising Bureau to member 0 
tions. 

RAB urged stations to play tires » 
announcements throughout the yeai 
and emphasized they have sf«eu. 
significance during May, a ga i 
being marked as National Radi 
Month. The commercials, on bet 
sides of a seven-inch LP, were J* rc 
duced for RAB by CmW«fcl 
Recording Carp.. Dallas. 

All spots begin with the worcB I 
"Radio moves," with mmi strewlB 
radio's ability to move e«n«raei' I 
to shop at ft certain pore a«i *& I 
for a special product. But indkii 
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a I spots salute such features as ra- 
dio news, "which nunes the storv 
fastest," and radio public-ser\ ice, 
which "moves worthwhile comnni- 
nit\ and national projects." 

"V\ e have tried to sell radio ad- 
vertising mi the air wiih the same 
dvnamie leelmit|ues we would em- 
ploy if we were advertising an 
outstanding consumer product on 
the air," savs RAH president Ld- 
mund C. Hunker. 

Although the FT was prepared 
for National Radio Month, it con- 
tains no specific reference to the 
event. "We decided not to pin the 
spots dirrctlv to Radio Month be- 
cause we wanted to give stations the 
freedom to promote radio all \ear 
lonu," Hunker added. 



Irons Named President 
Of Fletcher Richards 

The appointment of Robert H. 
Irons, Jr.. as president a n d 
chief operating 
officer of t h e 
Fletcher Rich- 
ards Co., h a s 
been announced 
by Marion Har- 
per, Jr.. presi- 
dent of The In- 
terpublic Group 
of Companies. 
Fletcher R i c h- 
ards is an inde- 
pendent advertising agency and part 
of the Interpublic Group. 

At the same time. Harper an- 
nounced the appointment of Fletch- 
er Richards as honorary chairman 
of Fletcher Richards Co. Hryan 
Houston, a long-time leader in the 
agency business, has been appoint- 
ed chairman. 

'rons has had an extensive career 
in marketing and advertising. He 
was formerh advertising manager 
for Standard Oil Co. (Indiana) and 
its subsidiaries. 

In 1962, Irons was promoted by 
Standard to manager of marketing 
for its overseas company. Amer- 
ican International Oil. 



Sterling's Profits Up 

Sterling Drug reports 1 1th con- 
secutive \ear of record earnings. A 
major TV advertiser (1 963 expen- 
ditures: network — SI 3.2 million. 




Robert Irons, Jr. 



spot $2.5 million), firm's profits 
are f2*,362,0OO or SI. I per share, 
"P from $24,785,01)0 or $1 03 per 
share in 1962. Sales tor 1963 also 
are at new high, up 5.5 from pre- 
vious year to $252.5 million 



Rep Advocates More 
Leisure Time for Admen 

Advertising men must find more 
leisure time for themselves in order 
to meet the challenges which in- 
creased leisure time w ill post for 
other segments of socictv. 

This theory was advanced by 
Peter E. Schruth. vice president and 
general executive of Group W 
(W'cstinglnuisc Hroadcasting Co.) 
in an address before the Oregon 
Advertising Club. 

Schruth went on to promulgate 
formation of a "toil bank" of leisure 
lor the all-too-busv advertising ex- 
ecutive. He described the toil bank- 
as a reservoir of time and thought 
as a means to coming up with the 
big ideas which the future demands. 

Before the century fades avvav. 
he pointed out. U.S. citizens will 
have over 600 billion more leisure 
hours to conserve than we have 
today. This will require the most 
thoughtful interpretation of con- 
sumer and trade attitudes and all 
the elements of the marketing mix. 

Agcncv men and women have the 
responsibility to stimulate and in- 
novate, but they cannot do it as well 
in the hurried, harried world in 
which we arc living. He needs more 
than an occasional long weekend 
or two-weeks vacation, Schruth be- 
lieves. He needs sabbaticals much 
as an educator or a laboring man. 

TFE-'64 Plays Host 
To First NATPE Meet 

The Television Film Fxhibit— 
1964 will play host to the National 
Assn. of Television Program Fxec- 
utives during the hitter's first an- 
nual meeting in New York, Ma\ 
11-12. 

The distributor group will hold 
a reception for members of NA I PF 
on the Nth in the PI a/a Hotel. 

' FE — "64 \ session took place 
during the NAB convention in Chi- 
cago. It was the second eonsecuiive 
>ear that tv film distributors got to- 
gether for a centrali/ed exhibit. 




Put your thumb 
on the whole 
Sioux Falls 
98-county market 

WITH JUST • TV FACILITY! 
WITH FILM OR SLIDE! 
FROM ^ TV CAMERA^ 

KI LO - LAND IV\ 
t h ree transmitters, op- 
erating as OM- sta- 
tion, give von complete, 
instant coverage of this 
whole major market' 
2M.000 tv h o m e s. 
And more of them 
watching K FLO- 
LAND IV than all 
o t h e r stations com- 
bined 

STATE TELEVISION 





One's O" <e» S oui fit' i SO 
A V DCO STAT Q\ 
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50 Key Markets Air 
Radio Serial Oldies 

Over 50 key market stations have 
signed to schedule The Shadow, 
Sherlock Holmes and The Green 
Hornet, among other series, ac- 
cording to Charles Michclson, Inc., 
program distributors. 

1'hesc markets include Los Ange- 
les, San Francisco, St. Louis, Wash- 
ington, D.C., Hartford, Anchorage, 
New Orleans, Cleveland, Portland. 
Seattle and Milwaukee. 

Ralston Shifts Duties 
For Advertising Execs 

A realignment of responsibilities 
within the Ralston Purina Com- 
pany's grocery products division has 
been announced. 

Under the new organizational 
framework, responsibilities of ad- 
vertising managers have been ex- 
panded to include all areas of prod- 
uct management. The product 




YOU SHOULD HEAR 

Donald \V. Reynolds, Jr., President of 
KPUlt. Pueblo] Colorado, says: "We've 
had ilic C'RC Moneymaker Library 
about a month, and it is certainly well 
named. We sold two appliance dealers 
large orders almost as soon as it came 
in, ilumks to the appliance jingles. We 
have news contract with a bank looking 
very good due to personalized jingle. 
We feel that it is the finest library 
available, and I be best we've ever 
worked with. I he quality throughout 
is exceptional." 

Hear "MONEY MAKER" 

Call Dallas Collect 214 740-8004 

COMMERCIAL RECORDING CORP. 
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W. P. Stiritz R. L. Eskfidge 



managers will report to Robert L. 
Eskridgc, who has been named 
director of product management 
and advertising. 

William P. Stiritz has joined the 
company as product manager of 
Ralston Purina cat foods. He was 
formerly an account executive at 
Gardner Advertising and a brand 
manager at the Pillsbury Company. 

James F. Pomroy, formerly ad- 
vertising and promotion manager 
for Ralston cereals, becomes prod- 
uct manager for all consumer foods. 

Big Desenex Tv Push 
Uses Webs All Summer 

Advertising for Desenex by 
WTS Pharmaceuticals, division of 
Wallace & Ticrnan, Rochester, 
N.Y., is head-long in a network 
tv campaign which will last through 
September. 

NBC-TV shows include Sing 
Along with Mitch, Saturday Night 
at the Movies, The Tonight Show, 
11th Hour Theatre, and the In- 
ternational Beauty Contest. 

Desenex will also advertise on 
10 ABC-TV shows including Wa- 
gon Train, Fugitive, Burke's Law 
and Arrest and Trial. 

As Desenex is the athlete's foot 
treatment selected for use by the 
U.S. Olympic team, it was also de- 
cided to sponsor the Olympic team 
trial programs running on ABC. 

In addition to the prime time 
shows on ABC, Desenex will spon- 
sor the following daytime shows: 
Father Knows Best, General Hos- 
pital, Trailmaster, The Object Is, 
Seven Keys, and Day in Court. 

Texaco Taps Wilson 
For Summer Shows 

Meredith Wilson will do three 
CBS-TV specials for Texaco (Ben- 
ton & Bowles) June 4, June 30. 
and July 28, with one to be repeated 
Aug. 31. 



Reprieve from FCC 
Rule Due KfRLA 

Pasadena-Los Angeles station 
KRLA has been given another 
month of operation by the FCC be- 
fore it must go off the air. 

The commission waived the AM 
freeze rule to consider a joint plea 
from five applicants who want to 
run the valuable broadcast property 
on an interim basis. A, roister of 
broadcast talent applied for the 
station when the license revoke 
was announced recently. 

Because comparative hearings; 
among the more than 20 applicants 
for KRLA may take from months 
to years to settle, FCC will con- 
sider a plea for joint operation by 
Oak Knoll Broadcasting, Goodson- 
Todman Broadcasting, California 
Regional, Crown City Broadcasting 
and Radio Eleven Ten, Inc. 

Oak Knoll is owned by the 
Broadcast Foundation of California 
and was the designate KRLA had 
hoped to sell to before the death 
sentence was finalized. 

KUDE Radio Plays Host 
To Agency Personnel 

Occansidc's KUDE played host 
to some 80 timebuyers, media di- 
rectors, and account executives 
from a cross-section of Los Ange- 
les ad agencies, at a recent week- 
end outing designed to acquaint the 
group with the growth and rapid 
development of the southern Cal- 
ifornia market. 

The station staff, led by general 
manager Kyle Richardson and 
KUDE's station rep firm, Savelli/ 
Gates^ assisted in the festivities — 
which was the second event, in a 
scries to promote the area. Similar 
outings arc in the works for Sjgn, 
Bcrnardino and the Imperial Val- 
ley, through Savelli/Gates. 

Supports Radio Month 

Kiwanis International is onfe 
again going to bat in support of 
National Radio Month, being cele- 
brated by broadcasts this month* 

A special kit of materials hid 
been issued by Kiwanis to etiaMf 
its member clubs to participate 
Like the one already disifibuJBjA 
by the NAB,, the Kiwanis Kit stref-' 

SpSQNiOR 



es the slogan "Radio Your 
'onstant Companion" aiul contains 
Nti) facts, suggested spot an- 
ounccmcnts and news releases, 
ml a do/en pronnxkin ideas rang- 
ig from window displays of radio 
USripiuent to scheduling station ol- 
Ik; fells, newscasters or radio pcrson- 
Jities as club speakers. 
Charles A. Swain. Kiwanis Inter- 
aTional president, suggests that Ra- 
io Month offers Kiwaniaiis "an cx- 
Sfjl way to *Ju>w your apprecia- 
te to the broadcast industry for 
ic support they have given you 
Hiring the past year." 



rans-Lux at MIFED 

Trans-Lux Television ( 'orp. was 
lie of the exhibitors at this year's 
tic e n t Mil HI) ( International 
tlm, I v Film and Documentary 
Ifrket) convention at Milan, Italy. 
Among the products shown by 
irdi Witsehi. Trans-Lux intcrna- 
oo ill sales manager, were: Mack 
Myer for Hire, the Mighty ller- 
iti's, Felix the Cat, The American 
il H ar and Guest Shot. 



SW MGM Sales Drive 
Montanus at Helm 

National spot potentials are be- 
g eyed by MGM-TV. as it begins 
new. intensive campaign to re- 
tali/e industry- 
ide selling of 
ogram series 
i local and re- 
on;a| levels. 
Warheading the 
m is Ed 
ontanus. w h o 
I turns to 
GM-TV as di- 
.ctor of syndi- 
Ikd sales 
kw five months with ABC- I V as 
•ntral Division sales manager in 
licago. He first joined the com- 
nV in September 1961, with a 
hilar title, when it opened of- 
ev in Chicago. 

Commenting on the nunc. MGM- 
*>' vales v. p. John IL Burns noted: 
i -depth studies of typical tv m ar- 
il areas, representative of every 
I size, the population's leisure- 
1© interests and current economic 
tus. among other factors, will be 
J ted to station program patterns 




Ed Montanus 



and advertiser needs these with an 
e>e also to national spot potentials 

"Available series thus u ill be pin- 
pointed in offerings to stations. I his 
blueprint calls for on-target selling, 
rather than the now obsolete scat- 
tei-shot technique, l-roin the station 
viewpoint, our approach will repre- 
sent a sincere effort in programing 
that vv ill match and enhance the 
outlet's identity among vieyvers " 

Montanus, in his new post, is 
based at MGM-'I \"s headquarters 
in New York. Moving there the 
first week in June will be John B 
Spires, recently named director of 
international sales. Meantime. Jerry 
Thorpe, who began his career 20 
years ago at MGM as a script writ- 
er, has rejoined the studios, with 
his own company to prepare tv 
programs under the MCiM-'I V ban- 
ner, in addition to new tv projects 
Thorpe most recently was program- 
ing v.p. at Desilu. 

General Foods Barbecue 
Intro Supported by Tv 

Good Seasons ()pjn Pit Barbecue 
Sauce introduction vv ill be sup- 
ported by tv and print advertising 
in the south and southwest. 

The sauce has been placed in 
general distribution by the Kool- 
Aid Division of the General Foods 
Corp. It is the first barbecue sauce 
on the market to stress the garlic 
flavor. General Foods says. It joins 
Regular and S mo key in the com- 
pany's barbecue sauce line, is 
packed in a glass bottle. 

Wesley President Quits, 
Accepts Marketing Post 

Cal J. McCarthy. Jr.. has resigned 
as president of Wesley Assoc.. New 
"1 ork. to take over the marketing 
sii perv ision of all fro/en food oper- 
ations for the American Bakeries 
Co. He will assist the company in 
expanding distribution of fro/cn 
baked goods under the Dressel la- 
bel. 

McCarthy has served as president 
of Wesley since I960 and prior to 
that time had extensiye executive 
experience in advertising, sales, and 
marketing at Finite. Cone & Beld- 
ing. Mc.Manus. John 4 Adams, Is- 
lington Advertising \gencv . Rush- 
rauff & Ryan, and the /><//'/ v \c»» \. 
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IHE CHANGING SCENE 



Borden sales, earnings 
in record 1st quarter 

First -quarter sales and earnings 
of Borden Co. hit rceord levels, ac- 
cording to stockholders report. 
Based on actual figures for the first 
two months and estimates for 
March, sales were up about 8 per- 
cent over 1963 to some $290 mil- 
lion. First quarter earnings were 
estimated at about $8 million, a 
gain of some 19 percent. 

As earlier announced, Borden's 
consolidated net income for 1963 
was around $35 million, an increase 
of 8.5 percent over the approximate 
$32 million earned in 1962, and a 
new high for eighth consecutive 
year. 

Borden has been introducing a 
number of new products and sup- 
porting them with tv. In 1963, the 
company bought participation in 
eight NBC-TV daytime shows in 
behalf of 23 products in three divi- 
sions. These shows were: Say When, 




YOU SHOULD HEAR 

Cordon C. (Bud) Penfz of KWBK Ra- 
dio, Beatrice, Nebraska sajs, "We're 
not new al buying library service; we've 
bad a number of litem, plus some of the 
'bandits' who come thru' selling 're- 
corded commercials.' So, when I say, 
CMC is the finest I've ever seen or used, 
I feel I bat means a lot." 

Hear "MONEY MAKER" 

Call Dallas Collect 214 748-8004 

COMMERCIAL RECORDING CORP. 



FUN AND GIFTS FORM FOND FAREWELL 




Westinghouse pres. Don McGannefn (t) flew to Pittsburgh to join in the faffswell 
celebration for retiring George Tons (second from t), national sales coordinator elf 
KDKA-TV. On hand also was station general manager Jerome R, (Tad) Reeves (r) 
and, of course, Mrs. Tons. 



Merv Griffin's Word For Word, 
Truth or Consequences, Another 
World, You Don't Say, Match 
Game, Make Room for Daddy, and 
Loretta Young. (Your First Im- 
pression will be dropped this week, 
and Another World, beginning May 
4, will be added.) 

This month, following successful 
test marketing, several new Borden 
products arc being introduced na- 
tionally or in selected new markets. 
Crcmora, Borden's new powdered 
non-dairy coffee lightencr, is being 
introduced nationally. Teamed in 
double-product introductions with 
Cremora are Borden's new Danish 
margarine, to be available in north- 
eastern states, and Borden's omelet 
mixes, being introduced in western 
and southern states. 

It has also been disclosed that 
this month Borden Foods Co. be- 
gins test-marketing of two new 
canned drinks, each in three flavors, 
and in the fall will introduce 13 
new convenience food products in 
24 varieties, also in test markets. 



Storer Profits Down, 
News Strike Effect 

Storer Broadcasting, one of the 
chosen few station operators to cash 
in on last year's newspaper strikes 
in both New York and Cleveland, is 
feeling a little deflation in its 1964 
first quarter report. The loss of that 
extra newspaper money, plus a 



$111,000 increase in interest 
pense on bank loans, left 1 
first-quarter profits at $1,594,, 
which is $32,400 less than earn 
in the same 1963 period. 

Per share earnings increase 
percent, however, hitting 79 ei 
this first quarter vs. 67 cents 
year. This is attributable to; re 
tion in the average number of c 
mon and Class "B" common sh 
outstanding to 2,007,918, bro 
about last April when the I 
pany purchased 439,700 share' 
Class "B" common sfoek f 
chairman George B. Storer. 

Total gross revenues for the 
quarter of this year were a ret 
$10,238,100, an increase of 
percent over the similar 19,69 
riod. 



Paley Reports 20% 
Profit Rise for GBS 

First quarter sales and prof! 
up 10 and 20 percent, resp?.#A 
over 1963 figures — were repojte 
the annual CBS stockholders m 
ing by Chairman William Palcf . 
income of $12 million was real 
on $156 million quarterly sates 

President Frank Stanton, ua 
stated the progress of Mvsa t 
divisions as "each doing well.'* 
cited the t\ network on its kudi 
niversary as the "world's litij 
advertising medium" (which 1 
nearest nighttime competitor b* 
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average I 9 percent, he said), re- 
vealed that (XH> tv stations hail 
hest year ever in I *A3. and reported 
that Columbia Reeords Division 
continues to lead its industr). Out- 
look is also bright, he said, lor 
CMS International (equipment ex- 
ports). CBS Labs ( military recon- 
naissance systems, space microeir- 
euitr) ) and CBS News (producer of 
61 percent of CMS Radio's network 
schedule. 20 percent of CMS- TV's). 

He also pointed out that video is 
garnering an increased share of the 
national ad dollar. In 1953. just 
ID. 3 percent went into tv. last year. 
21.4 percent. 

Stanton characterized radio's 
growth as - "much more significant 
than has been generally recognized. " 
Although the medium's post- 1 955 
growth has been largely local, he 
feck CMS Radio "has an impressive 
story to tell." Network sales in I 963 
were up 50 percent over 1 962. and 
there are more sales commitments 
this quarter than in the first two 
hist year. 

At the corporation's second non- 
New York meeting (1962 stock- 
holders met in Los Angeles). Stan- 
ton summarized that between 1949 
and 1963, CMS net sales have risen 
every year, increasing some 600 
percent. Income has risen about 900 
percent; net per share. 600 per- 
cent: net worth, 550 percent. 

Beatrice Food Spots 

One-minute commercials featur- 
ing Los Angeles pitcher Don Drys- 
dale will be used on both radio and 
tv in all its market areas when Bea- 
trice Foods Co., Chicago, conducts 
what it calls its "largest single ad- 
vertising-sales promotion program 
ever" during April and May. Par- 
ticipating divisions include Meadow 
Gold dairy products, via Camp- 
bell-Ewald. Chicago: Adams Korn 
KurK and caramel corn, Clark 
ffcfidy bars and Holloway suckers 
and Milk Duds, all through Don 
Kgmper, Inc.. Chicago, and Murny 
Bras, bakerv products, through 
Henri Hurst. Roche Rickerd. Chi- 
cago. 

Picture Tube Sales Up; 
Receiving Tubes Down 

There was at least one bright 
spot on the February sales roster 
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for electronics manufacturers: fac- 
tory sales of tv picture tubes rose 
substantial!} from sales in l ebru 
ar\ 1963. both in units and dol 
lar \aluc. 

Mut factor) sales of rccciv ing 
tubes ( domestic and imports ) were 
well below the Lehman 1 063 lev- 
el, reflecting the general dovv nhc.it 
situation surrounding the industrs 
gene rail) . 

Tv picture tube sales for Febru- 
ary totaled K41.XS6 units valued 
at $ 1 5.332.2N3, compared to Feb- 
ruary 1 963 sales of 636,392 units 



valued at Ml ,990 59f» I otal for 
the first two months ol this \e.ir 
was l,630,X59 valued at S29.X54 - 
291, against I.S2f>,M\ worth S2K.- 
S36.642 sold last sear 

Receiving tube factor) sales for 
l ebruai) totaled 27.S70.0OO units 
valued at $20. 569, ( H X ) compared to 
31.303.000 units valued at S2V 
526.000 in l ebruarv I9(>3. I Ik 
total for Januarv and I ehruarv I 9M 
was 55.949,000 units valued at 
$4 1,619,000, while the two-month 
total for 1963 was <>3.42 1.000 
tubes worth $51,413,000. 



WHAT'S IN THE MIDDLE 
MAKES THE BIG DIFFERENCE 




..and, IN PENNSYLVANIA, IT'S 

WJAC-TV 

To keep the big Pennsylvania 
"middle" market charging ahead-- 
you need WJAC-TV. This is the 
one station that attracts the huge 
"million dollar market in the 
middle." 

America's 27th largest TV market. 




SPONSOR SPOTLIGHT 




N. M. Sfhaefer 



Clark War i. 



AGENCIES 



K. G, Frost will retire May 15 as 
a viee president, dircetor, and man- 
ager of Geyer. Morey, Ballard in 
Dayton, after 38 years with the 
agency. He started as a writer and 
account executive. Vincent C. 
Kocpnick and Norman M. Schaefer 
promoted to viee president, with 
Kocpnick to suceeed Frost as man- 
ager of the Dayton office. 

Austin D'Alton, former vice 
president of McCann-Marsehalk 
Co., appointed vice president of 
Gumbinner-North. aecount super- 
visor on the Elgin Watch Co. and 
Ruppert Knickerbocker accounts. 
Previously, he was vice president at 
MeCann-Erickson, Chicago. 

Ray Lago joined Cargill, Wilson 
& Acrec, Richmond, Va., as art 
director. Most recently he was as- 
sociated with MeCann-Erickson, 
Atlantic. 

Lawrence B. Williams named 
vice president of the radio/tv de- 
partment for Zimmer, Keller & 
Calvert. Detroit. He joined the 
agency in 1950. 

Miss Joan R. Heller joined Kud- 
ner Agency. New York, as an ac- 
count executive on the Tussy Cos- 
metics account. Formerly, she was 
vice president at Johnstone. Inc. 

Clark Warren, an account super- 
visor for Young & Rubicam, Puer- 
to Rico, named manager of New 
York International Services. He 
takes over from Marc K. DeVos, 
who will serve as head of contact 
for the agency's Paris office. War- 
ren joined the agency in 1959 from 
Quaker Oats International Division, 
where he was assistant sales and 
advertising manager. 



George II. Frerichs promoted to 
vice president of Earle Ludgin & 
Co., Chicago. He is direetor of re- 
search. He came to the agency in 
1963 from The Pure Oil Co. where 
he was projeet supervisor. 

Jack Richter joined Paper, Koc- 
nig, Lois as vice president in charge 
of sales development. He was form- 
erly with Arnold & Associates. 



TIME / Buying and Selling 



James Martin McMullin joined 
CBS Radio Spot Sales, New York, 
as an aecount executive. During 
the past two and a half years he 
was a radio account executive with 
Advertising Times Sales. 

Robert A. Stuart, member of the 
Chicago tv sales staff of Katz 
Agency since J 962, transferred to 
the station representative's New 
York tv sales team. 

Fred C. Brokaw, executive vice 
president and partner, retired from 
Paul H. Raymer Co. after an as- 
sociation that dates back to 1933 
when he first joined the national 
station representative firm. Prior 
to this he was in the national ad- 
vertising business in New York. 

Edward Codel, vice president, 
Katz Agency, elected to the board 
of trustees of Broadcasting Foun- 
dation of America, a non-profit or- 
ganization chartered by the board 
of Regents of New York State as 
an educational institution. He is 
currently serving his second term 
as president of the Station Repre- 
sentatives Association. 

Vincent M. Cremona, Jr., joined 
Robert E. Eastman & Co., Los 
Angeles. He comes to the firm from 



Grant Webb & Co., Los Angeled 
where he served in a managerial 
capacity. 

Robert J. McCarthy appointejj 
sales manager of AM Radio Sale> 
Co., Chicago. He came to AM in 
1959 as an accountant executive] 
Prior to this he worked in local 
tv sales for NBC. 

Lewis S, Krona joined WINS 
New York as an account executive. 
For the past year he was an ac- 
count executive for WICC Fair- 
field, Conn. 

Alex Daybreak appointed direc- 
tor of special events and excel, 
tive producer of New York*. 
World's Fair programs for WBVH 
AM-FM New York. Formerly hq 
produced the televising of "Coney 
Island Mardi Gras," live speeitf 
events for W ABC-TV and pro 
grams for WOR-TV, WPIX-TV. 



TV MEDIA 



Sidney Lyons appointed diree 
tor of administration, business af- 
fairs, CBS-TV Hollywood, t 
joined the network in 1961 an 
was named administrative manag-er 
of business affairs the followM 
year. 

Donna J. Wiggins joined the 
promotion department of KljECf- 
TV Seattle. Mrs. Wiggins was for- 
merly with KOLN-TV Lincoln. 
Neb. 

Paul N. Lazarus. Jr., elected vice 
president of Subscription Tela* 
sion Programs, New York, fi 
comes to the company follovftif 
a brief period as an independini 
producer of "The Report: TPT 
Agcrs & Sex." 
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3PCSN 




Robert H- not tsy 



Phyllit ArUno 



Robert J. Ilciniessv elected con- 
troller of Group W. Prior to joining 
Group \\ '., he was tin independent 
■tallage merit consultant. Formerly 
he served as assistant to the chair- 
man of National Screen Service 
Corp. and with CBS-TV as director 
m financial services, director of 
Mudio operations and director of 
design and production operations. 

l)oii« I) u per rau It, promotion 
jnianager, WFLA-TV- Radio I am- 
Mii-St. Petersburg, elected president 
I Florida West Coast Grocery 
Manufacturers Representatives. 

Larn Carino. general manager 
vf VVJBK-TV Detroit, elected \icc 
resident of Storer Broadcasting 
["o. Previously he was general 
nannger of WWL-TV New Or- 
leans, and KTNT-AM-FM-TV 
teattle-Tacomn. 
I 

Phyllb J. A rin no appointed di- 
ector of special services for Group 
W. For the past five years she 
\ orved as executive secretary to 
Donald H. McGannon. president 
nd chairman of the board. 

Woodnm Robertson appointed 
Induction manager at WTOP-TV 
Vashington. He joined the station 
1962 as a floor director and was 
Promoted in 1963 to assistant di- 
rector. 

Al I'rvor appointed western 
\tks manager for Spanish I rite r- 
.aTional Network. Hollywood. For- 
terly he was an account executive 
ith KTTV Los Angeles, and most 
.'Gently served as director of mer- 
Jising for K HEX- TV Los 
es. 



Hen net II. Kom appointed chair- 
On: of the Television-Radio Ad- 
Wmy Committee of the Eleanor 
Gosevelt Memorial Foundation. 

% 4, 1964 



He is president of Metiopolit.m 
Broadcasting I ele\ imchi and is 
active with the NAB and IRIS 

I .eon Ihilperin, president of 
Main Broadcast Co., elected chair- 
man of the board, succeeding Rich- 
ard C. Alden. WOKR-I V Roches- 
ter, (•onion Brown elected vice 
president replacing Halperin. He is 
president and treasurer of the Fed- 
eral Broadcasting System 

Max Reillv, a member of the 
sales staff. KDKA-TV Pittsburgh, 
named national sales coordinator. 

Fred .1, Sorrell named tv sales 
account executive for CKLW-AM- 
FM-TV W i n d s o r. He came to 
CKLW from CBF. where he was 
an account executive. 

Ilerscliel Burke Gilbert appoint- 
ed music director for CBS- I V. 
Hollywood. He came to the net- 
work from Four Star lelevision 
Productions, where he was an ex- 
ecutive in u s i c director and vice 
president of the firm's two music 
publishing organizations and its re- 
cording company. 

Stanley J. Cole, named business 
manager and assistant to the sta- 
tion manager at K RON-TV San 
Francisco. He came to the station 
from WBAL-TV Baltimore. 

Walter I). Scott, executive \ ice 
president. NBC-TV. New York, re- 
elected to serve another term on 
the board of directors of Brand 
Names Foundation. 

Tom Bedford appointed chief en- 
gineer of WBAP-TV Fort Worth- 
Dallas, and John Ihierseh as chief 
engineer. WBAP Radio. 

Bruce Criekmore appointed sales 
representative for CIV Television 
Network, headquartering in Toron- 
to. Canada. He was formerly as- 
sistant general manager w ith Ca- 
nadian High News. 

Roger Michelin, former sales 
manager of K WWL-TV Waterloo, 
joined the sales staff of WTMJ- 
TV Milvva ukee. He has previous!) 
served on production, announcing, 
and directing staff. WNAM Radio 
IV Nee nab. and in sales for \\ FR V 
Green Bav. 




THE LURE OF THIS ISLAND 




AUTO SALES 



You need only one station 




— to deliver big-, rich, 
independent Long Is- 
land, the nation's 4th 
largest market. 
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s, W«-»C 1' *-< Oil I tii 




William Gasper Dan A. Doeleman Howard Gardner lames "Watson 



RADIO MEDIA 



Skip Wilkerson succeeded Ron 
Martin as program director of 
WT1X New Orleans. Wilkerson 
was production manager under 
Martin, who is to be operations di- 
rector of WHB Kansas City. 

Bob Rosen joined Screen Gems' 
merchandising division. New York. 
Formerly he was national sales 
manager for Colpix Records. 

Dan Price joined WEEI Boston. 
His first assignment will be staff and 
feature work with plans for him to 
host a new daily interview and dis- 
cussion program. Formerly he was 




YOU SHOULD HEAR 

I'.tl Cuss, Manner of WCVM, Green- 
ville, Mississippi, s:ns, "We have found 
the CRC Library excellent in concept 
and production and have used it snc- 
cewfuHy in making fvcrnl presenta- 
tions." 

Hear "MONEY MAKER" 

Call Dallas Collect 214 748-8004 

COMMERCIAL RECORDING CORP. 



newsman and personality at WJR 
Detroit, and WBBM Chicago. 

William Casper named local 
sales manager of WTAR-FM Nor- 
folk. He comes to WTAR after 
three years with WYFI-FM and 
Metro WBOF as vice president and 
general manager. 

Gerald Carrus named assistant to 
the vice president and comptroller 
of Metropolitan Broadcasting. He 
comes to the company from Dy- 
namic Films, where he served as 
secretary and comptroller. 

Erik Smith, promoted to promo- 
tion, publicity and research depart- 
ment of WJBK Detroit. He has had 
a diversified background of agency 
and radio/tv experience. 

Mildred Freed Alberg, Milbcrg 
Enterprises, appointed to the board 
of governors of the New York 
Chapter of The National Academy 
of Television Arts and Sciences. 
She fills the unexpired term left 
vacant by the resignation of Gar- 
ry Moore. Previously she served 
as a governor from 196 1 -'63. 

Howard Gardner and James Wat- 
son promoted to manager, sales, 
eastern office, and manager, sales 
development, NBC Radio. Since 
joining the network in 1939, Gard- 
ner served as supervisor of audi- 
ence measurement, manager of 
radio research, manager of radio/ 
tv sales development, director of 
radio network sales development 
and director of sales administra- 
tion and development. Watson 
joined the network in 1960 as a 
sales analyst in sales development 
and has served as senior analyst, 
and manager, sales development. 

Kill Drake appointed program- 
ing operations director of KGB San 
Diego. Formerly he was program 



director of WAKE Atlanta and 
KYA San Francisco. 

Richard K. Ross named local 
sales manager of WRYT Pitts- 
burgh. For the past eight years 
he was on the sales staff of KDKA, 
most recently as assistant sales 
manager. 

Dan A. Doeleinan, a sales repre- 
sentative for six years with KREM 
Spokane, joined KDNC Spokane] 
as general sales manager. 

Merrill McClatchey appointed 
program director of WDTM De- 
troit. He was previously producer* 
for the National Educational Tele- 
vision and Radio Center and Radio 
Center, Michigan U. 

Jerry M. Sawyer joined KRUX 
Phoenix as an account executive. 
He is a former station manager of 
KHAT and a member of Phoenij 
Junior Advertising Club. 

Charles TI. Warner named as- 
sistant sales manager of WTQP 
Washington. At one time he was a 
salesman for WTOP-TV, and M 
also been with Avery-Knodc) and 
WCBS-TV in New York, and 
WSPA-TV Spartanburg, S.C. 



SYNDICATION 
& SERVICES 



Jennings Lang, head of the new 
projects division, appointed senttl 
v.p. in charge of tv production at 
Universal City Studios. Since joint- 
ing the organization in 1950. \i 
served as vice president and insti- 
tuted the new projects division c . He 
created and produced such tv -series 1 
as '*Wagon Train," "Bachelor Fa- 
ther;" "Wells Fargo" and "Tfej 
Virginian." 
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Norman W. Glenn 



tfraKiii W. (Menu appointed cx- 
kc vice president, programing, 
United Artists- TV. New York, 
the past two years he served 
vice president, programing lor 
company. Howard (JoUt'ricd 
Killed administrative vice p res- 
it, programing, for UA-'I \'. 
I erly Hills. For the past year he 
*ed in the New York office as 
president, production siiper- 
m. 



Mtort (i. Hill named advertis- 
and sales promotion manager 
Ampc\ Corp.. Redwood City, 
f. He is the former manager of 
'rtising for Columbia-Geneva 
. U. S. Steel. 



larvin S. Mord and A tan .1. 

isr joined American Research 
fun's NAFA sales division as 
Bunt executives. Vlord. bead- 
le red in ARB's New York of- 
was most recently manager of 
TO I sales of ABC-TV. I essier. 
J in Chicago, was prev iously 
harge of special supplements 
| customer serv ice for the Chi- 
T'ribune. 

pH Cap-arms rejoined Rose- 
►,v»od Productions. New York, 
six weeks of absence during 
i he was director of photog- 
k for "Andy .** a new feature, 
is a director of photograph}. 
_ Rose-Maewood. 

I 

\l Raymond Stovcken joined 
,Mv& Surv eys Co. as controller. 

■She, past two years he was chief 

s fiance and budgets of 1 ri-State 

V porta t ion Committee. 
J 

vWH S. (miistin appointed gen- 
. IC hies manager of Official Films. 
p ru>4y he served as general 
|iiej for the Special Plans Di- 
•fe of United Artists TV, direc- 
f sales for Paramount TV 



Productions ami eastern manager 
of /IV- I V programs. 

Stan lev Knllis signed In She i - 
v mt Productions to produce new 
telev ision properties in association 
with Screen Gems, headquartering 
on the west coast. As w riier and 
producer he w as associated with 
such series as " I lie Dick Powell 
Show." and " I lie I aw and Mr. 
Jones." 

Ted Conhn signed by Screen 
Gems to produce serials for day 



ami nighttime iv Pkv mush he was 
associated w nti sm.li soap ojxras as 
"Guiding I ight" and " \s the World 
turns" Tom llalufb, I <m Ihcr, 
and I larrv F. Fhnil res|Ketiv c Iv 
named west coast director ol pub 
licit), press information manager 
and promotion man age i 1 1 a bee b 
succeeds James \\ . I lardimaii. w ho 
i esigned to become dueeior of press 
information for CBS I \ I lollv 
wood. Formerly Dyer was associ- 
ated with the studio's publicity de- 
partment, l-lvnn was formerly; with 
ABC-TV. 



tS THAT A MOTHER 
NEW CAR.WORFORD? 





BUT MV DAO $AYS THAT UPSTATE 
MICHIGrAN FAMILIES OWN MORE 
CARS THAN FAMILIES IN DETROIT. 



If 



(sigh) I JUST 

love: men who 
Think 3\g-. 

v — 





BIG COUNTRY- BIG FACTS 



Upstate Michigan is big country. And in people 
are constantly on the go. Matter of fact, there 
are more cars per household in the 39 counties 
that make up WWTV \\"\\ IP-TV's % icss ing 
area than in the Motor City and \Va\ne Coun- 
ty (1.35 s s. 1.26). L'pstatc Michigan is a perfeit 
market for automotive products. 

Actually, we believe L'pstatc Michigan is the 



greatest "new opportunity ' Jtj teles ision 
adscrtiver can find in the I S Nearls a 
Mil I ION PI OIM I Annual retail sales, 
nearly a HI I LION DO I LAKY 

Consult vour jobber* and distributors as 
to the influence \\ \\ W WW I P T\ has in 
our V) counties — or a>V. As en Kntnlel for 
the ss hole stors. 




nfHi 



WWTV/WWUP-TV 

CATJILLAC TRAVERSE COT / SAUIT STL MASS 



AJTT|»«1 \nf l k. 1 



(B4n!t 18 
(S3 • ABC 
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MAY 

Hollywood Ailvcrlikiiia Club, luneh- 
eon meeting. Hollywood Roosevelt 
(4). 

Kentucky Broadcasters Assn., 
spring convention, Louisville Sheraton 
Hotel (4-6). 

Missouri Broadcasters Assn., annual 
meeting. Columbia (5-6). 

CBS-TV, annual conference of net- 
work and affiliate executives. New 
York Hilton (5-6). 

Electronic Industries Assn., work- 
shop on maintainability of electronic 
equipment. Sheraton-Jefferson Hotel. 
St. Louis (5-7). 

Greater Augusta Advertising Club, 
annual election meeting, Downtowner 
Motel, (7). 

Montana AP Broadcasters Assn., 
session at Lewiston (7). 

.Montana Broadcasters Assn. con- 
vention, Yogo Inn. Lewiston (7-8). 

California AP Radio-TV Assn., an- 
nual convention. San Jose (8-10). 

California AP Radio-TV Assn., 
session at the Hyatt House, San Jose 
(9). 

Indiana AP Radio-TV Assn., ses- 
sion at Indianapolis (9). 

Adex '64 Intl. Adv. Exhibit, (Ad- 
vertising Inhibition Promotions Old 
Bailey, London), at Grand Hall. 
Olympia, England (9-10). 

Pennsylvania Assn. of Broadcasters, 
annual meeting, The Inn, Buck Hill 
Falls (10-12). 

National Retail Merchants Assn., 
sales promotion division convention, 
at the Hotel Americana, N. Y. (10- 
13). 

Direct Mail Advertising Assn., di- 
rect mail institute, University of Con- 
necticut. Storrs. Conn. ( 10-15). Mail 
order seminar. Statler Hotel. Boston 
(12). 

Assn. of National Advertisers, ses- 
sion at Waldorf-Astoria, N. Y. (11- 
12). 

Sales Promotion Executive Assn., 

seventh annual conference. Astor 
Hotel. N. Y. (1 1-3). 

Int. Radio & Television Society, 
luncheon marking installation of of- 
ficers and board members, and Arthur 
Godfrey's 35th year on the air. 
Americana Hotel. N. Y. (12). 

Natl. Assn. for Better Radio & 
Tele\ ision, 14th annual awards din- 
ner, Wilshire Country Club. Los 
Angeles ( 1 2). 

National Academy of Recording 
Arts X Sciences, dinners for Grammy 
Award winners, simultaneously held 
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by its chapters in New York, Los An- 
geles, and Chicago (12). 

Chicago Federated Advertising 
Club, 22nd annual advertising awards 
presentation and dinner. Palmer 
House (13). 

New Jersey Assn. of Broadcasters, 
spring managers meeting, Rutgers U., 
New .Brunswick (14). 

Illinois Broadcasters Assn., meet- 
ing. Wagon Wheel, Roekford (14- 
15). 

Iowa Broadcasters Assn., meeting. 
Congress Inn, Iowa City (14-16). 

Arizona Broadcasters Assn., meet- 
ing. Skyline Country Club, Tucson 
(15). 

American TV Commercials Fes- 
tival, fifth annual awards luncheon. 
Waldorf-Astoria (15). 

West Virginia Broadcasters Assn., 
spring meeting and second annual en- 
gineering exhibit, Press Club, Charles- 
ton (15-16). 

Sales & Marketing Executives-Intl., 
convention, Palmer House, Chicago 
(17-20). 

Los Angeles Advertising Women, 
18th annual presentation dinner for 
"Lulu" trophies to western advertis- 
ing and pubieity women, Hollywood 
Palladium (21). 

Ohio Assn. of Broadcasters, spring 
convention. Commodore Perry Hotel. 
Toledo (21-22). 

Alabama Broadcasters Assn., spring 
convention, Broadwater Beaeh Hotel, 
Biloxi, Miss. (21-23). 

Association of Broadcasting Execu- 
tives of Texas, annual awards ban- 
quet, Dallas (22). 

Louisiana-Mississippi AP Broad- 
casters Assn., annual convention. 
Jackson, Miss. (22-24). 

Southern California Broadcasters 
Assn., annual outing. Lakeside Coun- 
try Club. Toluea Lake (25). 

Emmy Awards 16th annual telecast. 
Music Hall. Texas Pavilion, New 
York World's Fair, and the Palladi- 
um, Hollywood (25). 

Catholic Press Assn., convention. 
Penn-Sheraton. Pittsburgh (25-29), 

Art Directors Club of N.V., awards 
luncheon, Americana Hotel (26). 

Visual Communications Conference 
(Art Directors Club of N. Y.), New 
York Hilton (27-28). 

American Research Merchandising 
Institute, Del Coronado. San Diego, 
(3 I -June 6). 

JUNE 

Technical Assn., of the Graphic 
Arts, convention, Webster Hall. Pitts- 
burgh (1-3). 

National Visual Presentation Assn., 
"Day of Visuals," Commodore. New 
York (4-6). 



Marketing Executives Club of Bfe 
York, convention, Radio City (4-*. 

Advertising Federation of Anjf 
iea, 60th annual convention. Chin 
Park Plaza Hotel. St. Louis (7-11 

International Advertising, Assi 
16th annual world congress, Waldfi 
Astoria, N. Y, (7-10). 

American Academy of Advertisin 
annual convention, Chase-Park Hot 
St. Louis (7-10). 

Special Libraries Assn., 55th $d 
vention of advertising and publish! 
divisions, Sheraton-JeffcrsOn H^f 
St. Louis (7-11). 

Intk Radio & Tv Society* 1 
Legion of Honor presentation d, 
ner, at Waldorf-Astoria, N.Y, ® 

Non-See tar ian National Bible Cj» 
nuinieations Congress, Sheraton Pa 
Hotel, Washington, D. C. (10-13 

Mutual Advertising Agency m 
work, national business meeting. B ; 
marek Hotel, Chicago (11-13). 

Georgia Assn. of Broadcasters, % 
annual summer convention, Caljaw 
Gardens, Ga. {13-16). 

National Assn. of Display Ittdi 
tries Trade Show Bldg. <& S 
Yorker (13-18). 

American Marketing Assn., m 
national conference. Sheraton Hot 
Dallas (15-19). 

International Advertising Pi 
Festival, Venice Italy (15-20). 

Federation of Canadian, Advgn 
ing & Sales Clubs. 17th annual ei- 
ference, Nova Seotian Hotel, HaJIf , 
N.S. (18-21). 

Assn. of Independent MetropollH 
Stations, annual meeting, Monfrc 
Canada (18-21). 

Radio-Television News Direct ■ 
Association, national spring meeti 
Cherry HilL N. J. (21). 

National Advertising AgenCf jfl 
work, 1964 management eonferen. 
Far Horizons Hotel, Sarasota, F. 
(21-25). 

.Natl. Assn. of Television & W»- 
Farm Directors, spring-summer Wi • 
ing, hosted by Northwest Bfifi 
Cherry Hill linn, N. J. (22-24). 

Transamerica Advertising AgjP 
Network, annual meeting. N. Y. ( - 
27). 

National Editorial Assn.. ann I 
convention. Hotel Commodore, mm 
(24-27), 

Maryland - D.C. - Delaware &M 
casters Assn., annual convention. - 
Ian lie Sands Motel. Rehobftth Ifi&> 
Del. (25-27). 

Assn. of Industrial AdveUff*' 
42nd annual conference. Stera* 
Hotel, Philadelphia (28-July I). 

Advertising Federation af Aiiiier I 
sixth annual seminar in maiW*' 
management and advertising. Ban ' 
Business School. Boston (28-J.ftl) 

J 



WE COULD 
HAVE MADE 
A STUFFY 
ANNOUNCEMENT 

Hut ours is not rcall\ that kind of business 

So lct\ just state simplv th;it we have known the principals of 
Sa\ alli-Gates tor a Ions: time: that vse have the utmost confidence 
m their integrity; a solid faith in their understanding of the 
Negro market as a vv hole and of \\ 1.111 m particular 

We ha\e appointed them as our National Sales Representatives 
effective immediate!) . And. for obvious reasons, no one wishes 
them more success in their assignment than ue do. 



310 UW Art. AT 12501 ST. NEW TOOK 27. KtW TO** 




Sorry, Honey — but we believe radio should 
offer something for somebody besides kids. 
Evidently lots of people agree. Because we've 
snared the listen ingest (and respondingest) 
audience in Cleveland and 
northeastern Ohio. Take our 
Betty Ott's "Ladies' Day" 



listeners. When we suggested they enter 
contest to name three Cleveland Zoo tijj 
cubs, 1,500 cards and letters poured in bq 
fore you could say Lir, Kim and Zsa-Z^d 

GOOD SOUND RADIO We hate tQ be cimy * bu 

you can't get action like tki 

from just any radio sfatior 




50.000 WATTS 
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